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WHAT TO BUY: Full specifications p13 
HOW TO SELL: A year-round program p17 





THIS WEEK'S NEWS IN BRIEF 


The air conditioning season is here, and you ought to 
know the whole story—from how-to-buy to how-to-sell 
"em. EM WEEK’s exclusive and complete air conditioning 
report (p 13) gives the inside line. 

Another inside story—on inside jobs—shows that re- 
tailers are losing $600 million a year through employee 
pilferage (p 6). Moving outside, EM WEEK basked in the 
Florida sun at the AHLMA convention (p 8) to hear what 
the industry had to say about itself. 

One possible problem ahead: Credit reform bills (p 2), 


both state and nationai. -\*- her: The FTC’s promise (p 4) 
of a quick clean-up of deceptive ad practices. 

And then there may be increased competition from 
Japan, (p 2) if several importers’ groups have their say. 
They’re cooking up a new campaign to answer “Buy 
America.” 

Also cooking were frypans (p 6)—the new greaseless 


ones coming from France, Italy and England. They’ve 
caught housewives’ fancy all over the country. 

But then, you never can tell what’s going to intrigue 
the public. It could’ be just the THING (p 7). 


PUBLISHED WEEKLY by McGraw-Hill Publishing Co. Executive, Editorial, Circulation and Advertising Offices, 330 W. 42nd St., New York 36, N.Y. Printed in Chicago, Ill. Second-class postage paid at Chicago, Ill. Subscrip- 
tion price $2 a year. Copyright 1961 by McGraw-Hill Publishing Co., Inc. All rights reserved. POSTMASTER: Send Form 3579 to Fulfillment Manager, Electrical Merchandising Week, 330 W. 42nd St., New York 36, N.Y. 











EM WEEK 





REPORTS 





/ STRAIGHT FROM 
WASHINGTON 


EXTRA MONEY FOR THE SMALL BUSINESS ADMINIS- 


TRATION may run into some trouble in Congress. 
Sen. William Proxmire (D-Wis.), sponsor of a 
bill to give SBA an additional $75 million in 
lending authority, is upset about the “antics” 
of SBA Administrator John E. Horne. 

Horne told Proxmire’s Senate small business 
subcommittee early this year that SBA could get 
through the current fiscal year, ending June 30, 
without new funds. Recently, however, Horne 
has been talking about the need for an extra 
$100 million. Proxmire wants to know what’s 
up. He will question Horne closely at subcom- 
mittee sessions this week. 

The chances are, however, that Proxmire will 
get over his pique and that SBA will be voted the 
extra lending authority it needs. « 


THE RISE OF PROTECTIONIST SENTIMENT in the U. S. 


PRES. 


has given more support than usual to several 
bills before Congress to require adequate label- 
ing of imports. These would include clearly 
marking the country of origin on foreign-made 
products and components and on advertisements 
offering them for sale in this country. 

Despite this added support from both industry 
and union sources, their chances of passage this 
year still are considered slim. A business upturn 
certainly would put them at the tail end of the 
Congressional calendar. * 


KENNEDY’S HOUSING BILL IS BREEZING 
THROUGH its Congressional paces with a mini- 
mum of difficulty. Little in the way of serious 
controversy developed at recently concluded 
Senate hearings, and a similar reaction is ex- 
pected at House sessions. 

As matters now stand, Kennedy will get most 
of what he wants—the $2.5 billion in urban re- 
newal authority, 40-year mortgages for low- 
income housing, new aid for housing for the 
elderly, and $10,000, 25-year rehabilitation 
loans for existing housing. All would lend a 
boost to appliance markets. ® 


KENNEDY’S PLAN FOR A DEPARTMENT OF URBAN 





AFFAIRS is another problem, however. It too 
would breeze through Congress if the President 
lets leaders know he will name, say, Mayor Har- 
rison Dilworth of Philadelphia to the new cabi- 
net post. But if he insists on going through with 
his original plan to appoint Robert C. Weaver, 
a Negro, Southerners would throw up a road- 
block. 

Otherwise, the Kennedy proposal is politically 
attractive. The vast majority of U. S. voters now 
lives in cities and metropolitan areas rather than 
rural sections, and this trend is bound to con- 
tinue. Kennedy credits his strength in the cities 
with his election victory. = 


2 Blows 


Dealers uneasily face two major 
legislative battles over credit. One is 
national; the other is local, but has 
national implications. 

In Washington, Sen. Paul H. 
Douglas (D-Ill:). is drafting the lat- 
est version of his full disclosure bill, 
which would require dealers to dis- 
close all credit charges to customers 
buying on installment contracts (see 
picture and story at right). 

And in Illinois, retailers are aim- 
ing their strongest weapons against 
a sweeping state credit reform pro- 
gram—with half the battle already 
lost. 


In Illinois, 9 Bills 


Before the Illinois legislature in 
bustling Springfield. are nine bills 
designed to “reform” consumer 
credit. They’re potently backed by 
Chicago Mayor Richard J. Daley and 
the Democratic state administration. 

The lost battle: The bills have al- 
ready cleared the state House of 
Representatives and now await final 
action in the state Senate. 

Retailers realize the bills, if ap- 
proved, could become models for 
credit crack-down in other states. 
They also fear passage of the bills 
would weaken their stand against 
the federal Douglas bill. 


The bills aim in three directions. They 
would: 

1—Ban use of wage assignments 
as security in all consumer credit 
transactions including credit union 
loans. 

2—-Permit creditors either to re- 
possess merchandise or to seek pay- 
ment of the full debt, but not both. 









3—Tighten wage garnishment 
controls by setting the minimum 
wage exempted from garnishment 
at $45 and permitting no more than 
15% of a salary to be attached; by 
outlawing garnishment through con- 
tracts providing for a confession of 
judgment; and by extending the life 
of a garnishment order from a week 
to a month. 


The wage assignment bills face the 
toughest fight. They passed the 
House of Representatives 95-55, 
against strong, outspoken opposition. 
Said one representative: 

“This will give us a society where 
only people who can afford to pay for 
things will be able to buy them. It 
will limit credit.” 

Retailers, with help from some 











How EM Week 
Compiled Report 


For anyone selling room air condi- 
tioners, EM WEEK’s special how-to- 
sell report in this issue (pp 17-32) 
is must reading. 

This fact-crammed, 16-page sec- 
tion, like the specification sheets on 
air conditioners from all major 
manufacturers (pp 13-16 and 33-36) 
which accompany it, was prepared 
specifically to help dealers move air 
conditioners. 


Behind the report were trips of EM 
WEEK editors over thousands of miles 
to compile the background informa- 
tion which went into the report. Staff 
members interviewed manufacturers, 
distributors and successful dealers 
throughout the country. 

The trail began at Greenville, 
Mich., with Bill Winn, Gibson’s na- 
tional air conditioning sales man- 
ager. 

It extended to Louisville, Colum- 
bus, Dayton, St. Joseph, Mich., and 
other cities where air conditioners 
are manufactured and sold. 


Additional information came from doz- 
ens of other sources. 

DuPont has compiled the indus- 
try’s most exhaustive room air con- 
ditioner market studies.These stud- 
ies can be obtained by writing the 
company. 

In addition, Gibson has an excel- 
lent 44-page sales manual entitled 
“Gibson Room Air Conditioner Sales- 
man’s Guide,” which can be obtained 
from the company for $1. 
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Import Scene: 


While a worried high-level Japa- 
nese trade mission finishes its fact- 
finding tour on growing protection- 
ism in the U.S., American importers 
are preparing to launch their own 
offensive. 

Behind the campaign is the Ameri- 
can Radio Importers Assn. and its 
president, Samuel Frankel, who 
triples in brass as vice president of 
the Continental Merchandise Co., 
vice president of the National Coun- 
cil of American Importers and an 
attorney. 


A fighting ad campaign is one answer 
to the growing Buy America move- 
ment. ARIA has already run one ad 
defending imports, particularly Jap- 
anese transistor radios, against what 
Frankel terms “unfair charges” and 
now plans to tell a positive story. 
Typical theme ARIA will present: 
Creative Japanese pioneering has in- 
creased employment in the United 
States. But that’s not all you can 
expect before this complex battle 
over imports is through. 


Look for an upgrade from Japan, pre- 
dicted Frankel, who has just re- 
turned. “This is a trend at work 
there,” he explained, “and I hope it 
will work here.” 

In order to diversify, the Japanese 
are moving away from the six-tran- 
sistor radio as the bread-and-butter 
item in the lineup. Manufacturers 
are now going for eight-transistor 
units, sometimes nine, AM-FM port- 

































































credit unions (not all oppose the 
bills), may be able to block the pack- 
age in the Senate. 






The repossession bills had an easier 
time in the House and should face 
less opposition in the Senate. 

Strongest attack on the bills came 
from a representative who is also 
an auto salesman. “This protects. the 
gyp artist who buys a car with no 
intention of paying for it,” he told 
the House. “The buyer skips the 
state and the car’s value is gone be- 
fore it’s recovered.” 


The garnishment bills passed the 
House with a minimum of trouble. 
One insider’s guess: “The Senate 
may pass these six bills to get off the 
hook and then turn down the others.” 


t Credit 





In Washington: Douglas 


e@ The controversial credit con- 
trol bill of Sen. Paul Douglas, 
another Illinois Democrat, will 
get a second look this year. 


e@ it would require appliance 
dealers to display all terms of 
an installment contract. You'd 
tell a customer: “This $200 TV 
set will cost you $247.37 when 
we add on interest, insurance and 
carrying charges.” 


e The bill (EM WEEK, April 4, 
’60, p 1) foundered last year. 
But it now has the President’s 
OK. Washington betting: It'll 
be law by late 1963. 











Chief talking point against the 
bills is the claim they would wreck 
consumer credit and hurt the work- 
ing man. 


What Prodded Reform? 


The answer is continued public 
anger over the many consumer credit 
abuses. 

Just two weeks ago, a Chicago 
jeweler was arrested after he 
charged $95 for a $9 watch and then 
forced his customer to sign a blank 
contract. The “customer” actually 
was a city detective and the jeweler 
wound up in jail. In recent months, 
other dramatic results of shady 
credit deals had made headlines (EM 
WEEK, March 6, p 9). Retailers admit 
that these incidents have hurt their 
drive to block the credit reform bills. 


EM WEEK'S 








Answers For ‘Buy America’ 


ables and table model radios. 

“Some big manufacturers won’t 
even quote on sixes for export,” ex- 
plained Frankel, “because there’s no 
profit. As an alternative, they might 
sell you sixes if you’ll buy something 
else in the line which would allow 
them to make a profit. 

“You must realize that Japan 
wants to double its gross national 
product by 1970, and so they’ve not 
only got to hold what they’ve got, 
but they must grow to be healthy.” 


New products, new radios for the U.S. 
will be part of Japan’s attempted 
upgrade, Frankel predicted. Current- 
ly, Japan’s self-imposed quota of ap- 
proximately 4.0 million radios a 
year for the U.S.-Canadian market 
limits growth potential in the six- 
transistor category. 

i But one area—radios with special 
features—covering roughly a third 
of the import spectrum is unham- 
pered by quota Frankel pointed out, 
and it is here that the Japanese will 
look for growth. 

“Sales of six-transistor radios 
can’t be expected to keep climbing 
anyway,” Frankel said. “We've 
reached a certain level of saturation 
there and must turn to other areas.” 

| So, look for more radios with 
watches and other special features, 
more AM-FM transistor units and 
tube models. New products in the 
works, predicted Frankel, would cov- 
er portable phonographs and radio 
phonographs (transistorized, of 
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course), tape units, components for 
hi-fi, speakers. 


The price battle will continue. Even as 
the American manufacturers’ prices 
on transistor radios go down (Mo- 
torola has just jumped into the mar- 
ket with a new six at $19.95), the 
Japanese will continue to hold their 
price advantage over U.S. brands, 
predicted Frankel, “but not by a 
whopping margin.” 

Importers have just picked up a 
small advantage when Japan’s Min- 
istry of International Trade and In- 
dustry allowed the $11 check price 
on radios to expire the end of March. 

The elimination of the check price 
means importers will pay duty on a 
new rate and Frankel translates the 
gain this way: A 50- to 60-cent 
saving on first cost, 75 cents on the 
selling price and $1.50 at retail. 

How MITI will control prices now 
that there’s no official check price is 
still uncertain. Right now, if an im- 
porter’s price on radios coming out 
of Japan is ridiculous, he won’t get 
a shipping license. “But the mosaic 
isn’t complete,” Frankel said. ““We— 
ARIA—have asked MITI for a rul- 
ing and we may know soon.” 


The long range view for imports is 
good, Frankel believes. The current 
trouble stems from the _ recession 
here, will pass away. 

“I am quite confident,” he said, 
“that this business wil! be perma- 
nent.” 








MIDWEST . . . INDIANAPOLIS 
—wWestinghouse dealer William 
M. Willis summed up the atti- 
tude here like this: 

“The national economic picture 
is improving, so I’m looking for 
a definite upturn here this 
month. But I’m not increasing 
inventory yet. We are playing it 
pretty close because we know 
manufacturers have enough ’61 
items when we want them.” 

No one could pin down the 
reason for poor appliance and 
home electronics sales here dur- 
ing the last two months. Unem- 
ployment was not high, yet sales 
were well off the pace. 

Both H. H. Gregg, RCA Vic- 
tor and Whirlpool dealer, and 
Tadd Wake, Westinghouse major 
appliance sales manager for 
central and northern Indiana, 
blamed the administration for 
what they called ‘“pronounce- 
ments of pessimism.” 

Gregg was fighting back with 
TV and radio spots, newspapers 
and direct mail. “I’ve used 
everything I can,” he said, “‘and 
I know I’m getting my share and 
then some of the market. Still, 
I fell maybe 10% to 15% more 
this past month.” 

Tadd Wake reported that his 
freezer sales were 50% ahead 
this quarter over last year. But 
‘nearly everything else was down 
for him. Most disappointing to 
him was air conditioners. 

“T’ve sold fewer than Alaska,” 
he said. 

Ray Alexander of Alexander’s 
Furniture & Appliances was hav- 
ing a better time of it. “I don’t 
think March was as bad for us 
as many others,” he said. “We 
know our customers pretty well. 
We use direct mail only, and I 
figure we get 214% to 3% re- 
turn. Still, we were below the 
seasonal drop at tax time.” 


SOUTH .. . LOUISVILLE—No 
noticeable upturn here yet, but 
dealers were looking for better 
days with the return of the sun, 
the Kentucky Derby, and the 
scheduled payment next month of 
the state veterans’ bonus. _ 

Dealers were giving three rea- 
sons for the continued slump: 
Rainy weather, misleading ad- 
vertising and a Negro boycott. 

Bob Brady of Bob Brady’s Ap- 
pliances, among other dealers, 
cited the prolonged rainy spell 
for keeping customers home. 

The Negro boycott, directed 
against central business area 
restaurants, theaters and stores 
which segregate, was affecting 
all other stores, too. The boycott 
slogan was “nothing new for 
Easter” and now it’s “nothing 
new for the Derby.” Integration 
negotiations with businessmen 
were being conducted by a may- 
or’s citizens committee. 

In suburban St. Matthews, 
dealer C. N. Faucette had noted 
a few more Negroes shopping, 
but not enough to help him. 

James E. Moore of the Jim- 
mie Moore Appliance Store was 
blaming poor sales on “mislead- 
ing advertising” which shakes 
the faith of appliance buyers. 
He was especially critical of ads 
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that list a trade-in price, sight 
unseen. Customers, he said, 
know that a dealer can’t know 
the value of a trade-in without 
looking at it, and so they sus- 
pect something fishy in the 
whole structure of appliance 
pricing. 


WEST ... BUTTE, MONT.— 
A drop in appliance prices was 
indicated by all reporting dealers 
here. 

Radio Engineering and Serv- 
ice, a Zenith, Norge and Hot- 
point dealer, tried a “clean 
sweep days” promotion to pick 
up slow business in the area. 
Response was excellent on both 
1960 and 1961 models. Ranges 
led the way with TV following 
closely. Sales Manager Stan 
Mayra arranged radio broad- 
casts from the store as part of 
the promotion. 

“This was the first spring sale 
in town,” he noted, “and we are 
getting response.” 

G-E washers and dryers were 
leading the way toward better 
business for Ossello’s. Across the 
board, business was better than 
last year. Ossello’s 30th anniver- 
sary sale was pulling in custom- 
ers. Chances on a stereo set was 
the lure. The store recently de- 
cided to discontinue’ trading 
stamps. 

Over at Burr’s Department 
Store, which carries Zenith and 
Philco, portable TV was the best 
moving item. Sales of laundry 
appliances and_ refrigerators 
have been nil. 


WEST COAST... LOS ANGELES 
—The economy was beginning to 
show some life, and a number of 
key barometers indicated that 
the city may be over the roughest 
part of the business slump: 
Wage rates were maintaining the 
same level or moving up, bank 
savings showed a heavy increase, 


real estate prices were steady 


and sales activity brisk. Home 
building was reviving and the 
construction rate continuing firm. 

On the debit side, auto and 
aircraft industries got new cut- 
backs, unemployment increased a 
little more than normal for the 
period, and department store 
sales continued to decline. 

“Business isn’t too ‘upturnish’ 
yet, but it’s beginning to look 
better,” said Beanie Rhodes, co- 
owner of B. L. Russell and Co. 
in Huntington Park. 

“Maytag washers are selling 
good. Sales are in the high end 
mostly—in everything.” 

Still waiting to herald better 
days was J. F. Davis, manager 
of Hollywood Electric Appliance 
Co. in Santa Monica. “I haven’t 
seen any upturn yet. We’re sell- 
ing service instead of merchan- 
dise. List prices here have been 
the same for the last five years,” 
he said. 

Stanley Everett, owner of Ev- 
erett’s TV and Radio Sales in 
Alhambra, said, “Sales this 
March were better than a year 
ago. What was selling? “Sur- 
prisingly enough, stereo as well 
as color TV. We sold five color 
sets in March.” 
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AHEAD 
IN THE NEWS 


“FASTER-FIRING GUNS WILL BE BROUGHT TO BEAR 


ON DECEPTIVE ADS,” new FTC Chairman Paul 
Rand Dixon promises. Recently he told retailers, 
manufacturers and advertising agencies in three 
separate ultimatums that FTC’s spring cleanup 
will be thorough, tough and quick. For how his 
pledge will be backed up with new methods and 
a new attitude—and for how this will affect you 
—-see the full story in EM WEEK next week. 8&8 


TROUBLE AHEAD FOR G-E? There may be at the com- 


pany’s annual stockholders’ meeting Wednesday 
in Syracuse. The largest number of G-E stock- 
holders in history may attend, and some are sure 
to be taking potshots at Board Chairman Ralph 
Cordiner. Reasons: The recent G-E price-fixing 
scandal, and the company’s quarterly report. 
First-quarter 1961 sales were up 4% from first- 
quarter 1960 figures, but net earnings declined 
19%. * 


GROWTH OF JAPANESE SALES IN THE U. S. can’t con- 


tinue at the current rate, predicted leaders of an 
American trade delegation now in Japan. For 
rapid growth, Japan will have to look elsewhere. 
Paul E. Pauly of the Department of Commerce 
and Charles J. Kelley, director of a San Fran- 
cisco trading company, also told the Japanese 
(1) they will have to open up their market to 
American products in order to protect their posi- 
tion in the U. S.. and (2) they were exaggerating 
the competitiveness of American products— 
appliances, for example—in Japan. ® 


PUSH YOUR BUILDER CUSTOMERS to enter ‘‘best homes 


for families with children” contest sponsored by 
“Parents’”” magazine. If home with your appli- 
ances in it wins, the prestige will make you 
famous. For contest rules, write Parents’ Insti- 
tute, 52 Vanderbilt Ave., N. Y. C. 17. * 


SOMETHING FOR THE DEALER is included in this year’s 


Electra City Show (Oct. 21-29) at the New York 
Coliseum. For the first three mornings, time will 
be reserved just for the trade. Other planned 
features: (1) electronic toyland; (2) fully 
stocked adequately wired home; (3) home of 
tomorrow; (4) a nursery to park the kids. % 


HI-Fl STYLI]T MAY USE MAN-MADE DIAMONDS instead 


LOOK 










of natural gems if G-E tests are successful. The 
company will try them first in variable reluc- 
tance cartridges, then in package phonos and 
combos. Less chipping and better record care 
are some virtues claimed. 3 


FOR BETTER GLARELESS TV PICTURE TUBES. 
New Corning process, called “Velvetone,” gives 
up to 88% better contrast detail, 44% improve- 
ment in resolution, according to tests made by 
Sylvania’s electronic tube division. * 
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THE WORLD'S Judge for yourself. Bakelite cased unit measures 


4.63x3.22x1.4 inches, weighs about 0.85 pounds. 
SMALLEST V. Stuzzi Co. of Austria will begin selling Memocord 
TAPE RECORDER? here in June. Transistorized set contains microphone, 
speaker, 60-minute reel of tape and two small bat- 
teries. Speed is 15% ips. U.S. list will be $70. 





At Last: FM Multiplexing 


Stereo manufacturers last week 
finally got the present the Federal 
Communications Commission prom- 
ised for Christmas, 1960. 

The FCC adopted, with certain 
modifications, the technical multi- 
plexing standards proposed by the 
Zenith Radio Corp. and General 
Electric Co. (systems 4 and 4-A) as 
described in the documents which 
initiated proceedings before the 
commission. 


Stereo broadcasts can start June 1 on 
FM radio, according to the FCC. 
And FM stations may transmit after 
that date without further authoriza- 
tion from the commission, provided 
that technical standards prescribed 
by the FCC are followed. 

Because use of the new system is 
voluntary, the FCC said it would not 
predict which areas will be the first 
to receive stereophonic programs. 
But it anticipated that inauguration 
of the new broadcasts by the FM 
stations would be publicized through 
local news media by those stations 
deciding to offer the service. 

Zenith’s Chicago FM station, 
WEFYM, will convert to stereo trans- 
mission at the earliest possible mo- 
ment and probably will be rapidly 
followed by a number of other sta- 
tions. 

The new system is just what the 
FM station owners wanted. They’ll 
be able to continue their closed-cir- 
cuit background music programming 
to stores and restaurants—an impor- 
tant source of revenue—on one sub- 
channel and then use the main carrier 
plus another sub-channel to broad- 
cast FM stereo. 


What multiplexing is: Under the new 
system, a special sub-channel is su- 
perimposed upon the regularly as- 
signed FM channel. The sound in the 
radio studio will be broadcast through 
at least two microphones and must 
be reproduced on at least two sound 
systems with separate loudspeakers. 

The FCC, which intensively stud- 
ied several systems, believes the 
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Zenith-G-E standards will provide 
stereophonic transmission of good 
technical quality with only negligible 
effects noticed by listeners on the 
monophonic main channel. 

The new system does not obsolete 
FM radios currently on the market. 
But if you want to receive FM stereo 
transmissions, you'll have to pur- 
chase an FM stereo receiver. In case 
you already own stereo amplifying 
equipment and an FM tuner, you’ll 
have to buy a multiplex sub-channel 
adapter. 


The industry is wildly enthusiastic about 
the new government standard and 
firmly believes multiplexing will give 
stereo sales a big boost. 


Equipment will show up soon, but the 
big push will probably come in Au- 
gust and September—just in time 
for the big fall selling season. 

G-E, which hailed the decision as 
the most stimulating development in 
the radio industry in the past 15 
years, will show an FM stereo radio 
when it introduces its new table line. 
And Zenith has indicated that it will 
have new stereo receivers and adapt- 
ers on sale shortly after June 1. 

Granco, long a pioneer in the FM 
field, will be ready to roll by the end 
of May, according to Henry Fogel, 
president. 


Retail prices: The adapter, which 
could be jacked into today’s combina- 
tion unit, will probably carry a $16 
or $17 list price. 

Granco plans a series of sets. The 
line will start with an FM-only unit 
at $29.95 with provision for an 
adapter that might cost another $16. 
The company also will have a com- 
plete unit listing at $49.95 and $59.95 
which can receive the full FM stereo 
program. 

What will the new equipment look 
like? “In order to achieve separation 
in anything less than a console,” ex- 
plained William Lasswell of Mo- 
torola, ““we may have to go back to 
the two-piece cabinet.” 






GENERAL ELECTRIC ANNOUNCES... 


THE ULTIMATE IN AIR 
CONDITIONING PORTABILITY 


New All-In-One Porta-Cart Air Conditioners 
roll easily from room to room— 
fit any standard window. 


Get your share of the fast-growing Do-It-Yourself market 
with the new General Electric Porta-Cart Air Conditioner. 
This All-In-One unit easily adjusts to proper window 
height . . . slides easily into any standard window opening 
on its own carriage without leaving the cart. Mounting 
frame, permanently attached to air conditioner, quickly 













vy 
vr 





= 
- 














wu 
> 





~~ ‘ aed 


a 



























































~~ 









































expands to window width. . . unit plugs into any adequate (\ ee = jag ps ft: 
outlet. Porta-Cart Air Conditioners are available in 115 a 
volt or 230 volt models in a wide range of BTU/Hr. capac- \ 


ities. Your customers can now enjoy cool, dry General 
Electric air conditioned comfort where they want it, 
when they want it. 
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4 easy steps to quick, cool comfort 
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Roll Porta-Cart Glide unit into = age 

pee. window open Porta-Cart Air Conditioner 

a few smooth slides easily at 

turns of the the push of 

=e a he —o 

woe General Electric backs you up with 
coast-to-coast television 

3 4 e Television’s popular ‘““GE Theater” will demonstrate 

1X7. Slide out self- Lower window, the ease and simplicity of Porta-Cart Air Conditioners to 10 

pom med side ay lh million families. Not. once but five times throughout the 

Pendow width. sir condoning summer selling season—May 28; June 4, 11, 25; July 2. 

Snug, weather- portability. 

wre ae. e A wide assortment of direct, hard-selling promotional 
material is also available from your General Electric 
distributor. 


Room Air Conditioner Department, General Electric Company, Louisville 1, Ky. 


Progress /s Our Most Important Product 
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INVENTORY Losses: Are Your Employees 
Stealing From You? 


Last year more than $600 million 
in cash and merchandise were stolen 
from retailers by their employees. 
And the situation is getting worse 
every year. 

To find out how serious the prob- 
lem is, EM WEEK talked with Norman 
Jaspan, president of Norman Jaspan 
Associates, Inc., management engi- 
neers, and its fact-finding division, 
Investigations, Inc. 

“Over the years, the cost of these 
malpractices by employees has been 
getting progressively greater until 
it has now reached a total of more 
than $1 billion a year in just cash 
and goods,” he said. 

Jaspan said his company’s inves- 
tigations into retail management 
over the past 37 years showed that 
70% of all inventory shortages are 
the result of employees’ malpractices ; 
25% are caused by honest clerical 
errors, and the rest are the result of 
shoplifting. 


inventory shortages compared with 
sales. Jaspan broke down the differ- 
ent types of retail operations and re- 
vealed the inventory losses they suf- 
fered last year from dishonest em- 
ployees. (The figures in parentheses 
are the outlets’ estimated annual-vol- 
ume. ) 

Department stores ($16 billion) 
lost $140 million as a result of em- 
ployee dishonesty; supermarkets 
($50 billion) lost $100 million; hard- 


ware retailers and wholesalers ($9 
billion) lost $90 million; discount 
houses ($4 to $5 billion) lost $25 
million; variety stores ($4 billion) 
lost $60 million; and drug retailers 
and wholesalers ($6 billion) lost $50 
million. The remainder of the re- 
tailing field ($135 billion) suffered 
a loss of more than $140 million last 
year as a result of employee dis- 
honesty. 

Jaspan underlined the seriousness 
of the problem by citing instances of 
inventory shortages compared with 
sales in department stores. Using 
National Retail Merchants Assn. fig- 
ures, he pointed out that stock short- 
ages in electric housewares account- 
ed for 1.6% of. department store 
sales; radios and phonographs, 3%, 
and tools, hardware and garden sup- 
plies, 1.9%. 

“Department store profits aver- 
age 2.3% of sales,” he added. “In the 
discount and supermarket fields, 
where profits as a percentage of sales 
are less than 2%, inventory short- 
ages similar to department stores’ 
could be disastrous.” 

“Let’s look at it another way,” 
Jaspan said. “In the distribution of 
hardware, where profits as a per- 
centage of sales run at less than 2%, 
employee dishonesty at the $90 mil- 
lion level means that every penny of 
your profit on $4.5 billion worth of 
sales—nearly 50% of the industry’s 
projected volume throughout the 


United States—is canceled out by 
employee theft. 

“Tt should be noted that these fig- 
ures do not include losses such as 
excessive overtime, deliberate dam- 
age to stock, manipulations that 
drive customers to competitors, 
kickbacks and the like.” 


Who’s to blame? “Dishonesty is a by- 
product of mismanagement,” Jaspan 
went on. He pinpointed “ineffectual 
administration, heavy day-to-day 
pressures and executive complacency 
as being of primary significance in 
encouraging theft and making crooks 
out of normally honest managers, 
supervisors, clerks and cashiers.” 

He accused food and discount re- 
tailers of neglecting vital operations 
and controls as well as their person- 
nel while they engage in a battle for 
sales expansion. He noted that dis- 
honesty losses were wiping out every 
penny they earned on 10% to 33% 
of their sales volume. 

Jaspan predicted that, because 
these dishonest practices were drain- 
ing their profits, discount and super- 
market chains would experience 
more failures or forced mergers dur- 
ing the next three years then ever 
before. A recent study his company 
made of these operations revealed 53 
different examples of theft and 
manipulation. The study attributed 
the majority of these losses to em- 
ployees at supervisory level. 


Of the $60 million in losses un- 
covered by Jaspan’s fact-finding di- 
vision last year, more than 62% 
were traced to employees on super- 
visory levels. But, he cautioned, 
thefts of the rank-and-file are far 
from insignificant. 


Five steps to prevent shortages were 
suggested by Jaspan to retailers. 
1—Set realistic goals, quotas or 
budgets. You cannot make these es- 
timates by accounting methods alone. 
They require a just evaluation of 
what you expect from your em- 
ployees. 

2—Good communications are essen- 
tial if management is to discover the 
causes of manipulations, poor mo- 
rale, gross inefficiencies and low 
profit margins. 

3— Periodic and unannounced checks 
on employee behavior should be made 
at all levels. Knowledge that their 
work is being checked will deter em- 
ployees from yielding to temptations. 
4—Maintain uniform policies. Noth- 
ing will break down discipline and 
morale so rapidly as a neglect of 
consistently fair and firm enforce- 
ment of regulations at all levels. 
5—Bond your employees and tell 
them about it. Experience has shown 
that employees who know they’re 
bonded are far less likely to steal 
than those who are not bonded or 
are unaware of coverage by a fidelity 
bond. 





NEW LFC PACKS’ 
DESIGN, COLOR 
TIE TOGETHER 
UNIVERSAL LINE 


Landers, Frary & Clark is introducing new cartons that 
are designed to tej! retailers, through a color code, 
what products are inside and to emphasize the Uni- 
versal trade name. Looking at some of 282 separate 
packs and cartons are, at left, U. S. Mozneck, LFC 
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director of promotion and advertising, and Sol Levine, 
vice president in charge of operations. Universal car- 
tons are brown for coffeemakers, red for irons, light 
blue for can openers, green for mixers and ochre for 
waffle makers. Handy-Hannah packs are red and black 
for hair dryers, pink and black for mixers, green and 
black for vibrators and orange and black for foot mas- 
sagers. The Universal trade mark will be prominent 
on all cartons. 








Fluorocarbons, No-Stick Frypans: 
How To Live Better Greaselessly? 


“What are these fluorocarbon res- 
ins and what do they mean to me?” 
That’s the question that a lot of 
housewares retailers have been ask- 
ing themselves for the past three 
months. 

Why all the fuss about the tongue- 
twisting chemicals? Because since 
December three foreign manufactur- 
ers—French, Italian and English— 
have introduced resin-coated, non- 
stick frypans to enthusiastic custom- 
ers (EM WEEK, Feb. 6, p 7). So far, 
only one American manufacturer has 
jumped on the bandwagon: Club 
Aluminum Products, Inc. plans to 
market its own frypans by the end 
of this month. 


What are fluorocarbons? They’re not 
really new. They’ve been around 
since 1938 when DuPont discovered 
a new solid that exhibited startling 
properties: It survived exposure to 
almost every known chemical, almost 
nothing would stick to its surface, 
soldering irons wouldn’t melt it, and 
moisture wouldn’t cause it to rot or 
swell. 

Almost immediately, chemists and 
engineers seeing the values inherent 
in the new fluorocarbon resins used 
them to make corrosion and steam- 
resistant linings for industrial pjpes, 
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valves and fittings. Military engi- 
neers adopted the resins for use in 
rockets and missiles, as an insulator 
for delicate electrical equipment, and 
even as a protective coating for small 
arms and ammunition. In the food 
industry, fluorocarbon resins today 
are used by milk processers, bread 
manufacturers and candy makers. 
And housewares manufacturers are 
using the fluorocarbon resins to coat 
frypans and other non-electric house- 
wares. 


But what about tomorrow? Although 
American housewares manufacturers 
still haven’t marketed non-stick and 
easy-to-clean appliances, they insist 
that the possibilities for fluorocar- 
bon resins in the housewares busi- 
ness seem to be virtually without 
limitations. 

No manufacturer is willing to dis- 
cuss his new product research and 
development, but each optimistically 
predicts that it won’t be too long 
before such things as resin-coated 
electric frypans, griddles, waffle 
irons, coffeemakers and irons hit the 
market. “In short,” manufacturers 
predict, “any appliance that normally 
requires a lot of cleaning will soon 
be. a candidate for a fluorocarbon 
resin coating.” 
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NEW B&D DRILL 
IS CORDLESS— 
WILL TRAVEL 


Black & Decker’s new cordless drill creates its own 
energy in a totally enclosed motor, eliminating the 
need for conventional cord and wall outlet. The four- 
pound unit, which will be priced around $50 retail, 








operates on power cells that can be re-charged 400 
times. The cells, the company claims, can drill 30,000 
holes before they have to be changed. No price has 
been set for the cells. 





Here Is Sunbeam’s 1961 Formula 
For Selling Lawn Care Tools: 


“If you want to sell lawn and gar- 
den care equipment, you’ve got to 
follow your customers outdoors.” 
That’s part of the selling advice that 
Ralph Czerwonky, Sunbeam’s hard- 
ware division manager, is giving 
dealers. Why? 

According to Czerwonky, garden- 
ing and lawn care have come to con- 
sume a large portion of the weekend 
squire’s time and interest. “But,” 
Czerwonky stressed, “few of the 
thousands engaged in these pursuits 
have felt the urge to go primitive. 
That’s why the early sputtering 
power mower is being supplanted by 
automatic rider types, and why the 
market for more automatic lawn and 
garden care equipment is growing. 

“If dealers want to get their share 
of the market, it’s up to them to fol- 
low their customers outdoors with 
displays that demonstrate the dif- 
ferences between the different kinds 
of equipment,” he emphasized. 


Sell safety. ‘““With the increase in the 
use of power mowers, and the ac- 
companying need for more safety, 
the American Standard Assn. safety 


specifications were drawn up to pro- 
vide consumers with safety ap- 
proved power units. The standards 
outline specific safety requirements 
that manufacturers should observe in 
the manufacture of mowers,” Czer- 
wonky said. 


Service counts. Servicing the millions 
of power mowers now in use has be- 
come an important business, accord- 
ing to the Sunbeam manager. Con- 
venient service facilities, as well as 
rapid and dependable service, are 
factors that more and more consum- 
ers ponder before purchasing power 
mowers. 

“Customers can’t postpone cutting 
the grass while they wait to get their 
mower repaired. That’s why Sun- 
beam has established a _ separate 
company—the Sunbeam Appliance 
Service Co.—to handle the repair of 
all its products,” Czerwonky said. He 
pointed out that in addition to the 
83 SASCO branches, Sunbeam cus- 
tomers could take advantage of the 
more than 2,000 service stations 
maintained by power engine manu- 
facturers. 














APRIL 24, 1961 


Could You Build Business 
With A THING Like This? 


“A THING doesn’t DO anything, 
but sell itself,” say premium people. 
“But that it does very well.” 

The THING shown at left, a hit at 
the Chicago Premium Show, belongs 
to a premium house, Around the 
World Shoppers of Elizabeth, N. J. 

It has a bubble, see, and that bub- 
ble rises from bottom to top in ex- 
actly five minutes. Why ? If you insist, 
say its owners, on a THING that per- 
forms a useful function, you could 
use this one to time a sales pitch. 
Around the World Shoppers is just 
going to make a buck with it. 





| HOUSEWARES 


HAVE YOU EVER TRIED TO COUNT the different prod- 
ucts that fall under the housewares category; 
some authorities claim there are more than 5,000 
different items. You can see that keeping pace 
with what’s going on in the housewares industry 
can be a difficult job for the average retailer. 
Well, starting next week, EM WEEK will try to 
make the job a little easier. On May 1, and con- 
tinuing as a regular housewares feature, a Mer- 
chandising Calendar will be published that will 
discuss trends, prices, promotions, advertising, 
display and selling tips of one housewares or 
electric housewares category at a time. The first 
calendar will be devoted to melamine dinner- 
ware. Look for it. It may help you improve your 
sales. 8 






















35,000 BUYERS FROM THE U.S. and 50 foreign nations 
are expected to view the complete line of house- 
wares that will be on exhibit at the Chicago In- 
ternational Trade Fair. From July 25 to Au- 
gust 10, Chicago’s new McCormick Place will be 
jammed with 30 national pavilions, a U.S. pa- 
vilion, and scores of individual exhibitors who 
will present a wide representation of the world’s 
products and services. New at the show this year 
will be an International Market, staffed and su- 
pervised by Carson, Pirie Scott & Co., which will 
offer at retail many of the items on display in 
the exhibition area. * 







































MORE THAN $3.1 BILLION IN SALES is the prediction 
for this year’s May-June retail gift market, re- 
ports the Bureau of Advertising of the American 
Newspaper Publishers Assn. The bureau points 
out that the gift market has been growing at an 
accelerated rate and that more stores are now 
carrying gift merchandise. But, though gift sales 
are up, competition is up too. In four years, 
stores selling to the gift market have increased 
by 14.7% while the total number of retail stores 
rose by less than 3%. In the same period, gift 
sales soared 37.3% while total retail sales 
climbed only 17.5%. * 


PERSONAL HAIR DRYER BONNETS ARE HERE. G-E has 
recently introduced individual hair dryer bon- 
nets—available in pink, yellow, blue or green— 
that carry $2.95 retail tags. The bonnets make 
it possible for each family member to have her 
own individual dryer cap. College girls may find 
that several girls can conveniently share one hair 
dryer if each has her own bonnet. * 


PRICES HAVE BEEN REDUCED on three G-E portable 
appliances. The M-47 portable mixer is now 
$19.95, down from $21.95; the S-40 saucepan is 
now $16.95, down from $26.90; and the S-20 
saucepan is now $14.95, down from $22.90. A 
spokesman at General Electric claimed that the 
reductions were designed “to put the appliances 
in a more competitive position in the market- 
place.” ” 
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| APPLIANCE-TV 


WATCH FOR A FIGHT OVER 12-LB. HOME WASHERS. 


The rumblings were heard at AHLMA’s Boca 
Raton meeting last week. With G-E definitely 
declared and Phileco following, the rest of the 
laundry manufacturers will have to pick their 
camps—and do it soon. » 


WHO WILL BE NEXT TO ADD COLOR TV is the big ques- 


tion now that General Electric has jumped on 
the bandwagon. Among the majors only Philco, 
Motorola, Sylvania and Westinghouse are un- 
committed. G-E’s line—there may be three sets 
—will be manufactured at Electronics Park in 
Syracuse, introduced to distributors late in May 
and on the market in August. The line will in- 
corporate G-E’s own patented “color balance 
stabilizer” (which is supposed to overcome the 
problem of color hue changing as picture bright- 
ness changes) and RCA’s 21-inch shadow mask 
picture tube. And G-E is offering a special serv- 
ice feature—D-O-T, which stands for “diagnosis 
over telephone.” This will permit every service- 
man in the country to call a local factory trained 
expert for immediate consultation. bd 


WILL WOOLWORTH SELL MAJORS, TV? Probably not. 


Unlike Grant, Kresge and others (EM WEEK, 
April 17, ’60, p 2), Woolworth officials are stick- 
ing to a “nothing over $99” policy. And even if 
this policy is broken or if 8-inch Japanese TV 
under testing could be sold for less than $99, two 
deterrents remain: Only some of the stores have 
the space needed to merchandise appliances- 
TV and service remains a problem. Woolworth 
went into TV briefly three years ago, pulled out 
quickly when it couldn’t get adequate national 
service. * 


“MY WASHER JUMPED AT ME, YOUR HONOR,” said the 


lady in San Jose, Cal. And she filed a $75,000 
bodily injury suit against the appliance dealer 
who sold it to her. The reconditioned washer 
started vibrating soon after she bought it, she 
claimed, then one day it jumped at her and 
knocked her down. She’s blaming the dealer for 
negligent reconditioning and installation. . 


FACTORY, RETAIL SALES OF PHONOS continued a 


HOW 





downward trend through February, according 
to Electronics Industries Assn. statistics: Fac- 
tory sales (547,095) for two months were off 
37.62% or 329,949 units for the comparable 
1960 period. At retail, cumulative sales for Jan- 
uary and February were 664,245, down 31.49% 
or 305,330 units. Factory sales of stereo for Feb- 
ruary: 204,638; at retail, 225,722. * 


FAR CAN THEY CARRY THIS COMPETITION 
THING? Pretty far! One trade association opera- 
tive in Boca Raton last week (both AHLMA and 
GAMA were there) was keeping stop watch on 
how long speakers at the competitive meeting 
were running past their allotted times. . 











From GAMA, AHLMA— 
Problems And Solutions 


Braving governmental reprimands, 
tornado warnings and slow death by 
cocktail party, close to 700 top man- 
ufacturing men and their wives con- 
verged last week on sunny Boca 
Raton, Fla., to face up to the prob- 
lems and sagging profits of the ap- 
pliance industry. The patterns at 
both the Gas Appliance Manufactur- 
ers Assn. and the American Home 
Laundry Manufacturers’ Assn. meet- 
ings were the same: Behind the lec- 
tern, industry leaders worried about 
the problems. Behind closed-door 
board and division meetings, they 
thrashed out solutions. 

For the first time in years, con- 
ventioneers were skittish about the 
possible governmental repercussions 
they and their companies would face 
because of the gatherings. 

The recent Philadelphia electrical 
equipment price-fixing convictions 
had given even old-time attenders 
cold feet. But few stayed away, tak- 
ing heart in the associations’ stands, 
voiced here by AHLMA President 
Guenther Baumgart: 

“Membership in trade associations 
can provide industrial firms with 
more protection against antitrust ac- 
tion than by their not participating 
in association activities at all.” 

He went on to say that all AHLMA 
activities are reviewed by the asso- 
ciation’s legal counsel, who attends 
all meetings, reviews minutes and 
checks publications. And the assem- 
bled manufacturers, made bolder by 
his words, went on about their busi- 
ness of tackling industry problems. 
Here’s what they did, what they had 
to say, in Boca Raton last week: 


GAMA 

Outgoing President Wendell Davis 
in his opening remark took care of 
the gas industry’s performance in 
1960 with a grin: 

“It was a good year—a good year 
to have behind us.” 

But Davis, former president of 
Cribben & Sexton who is leaving the 
gas industry to head up an office 
furniture manufacturing company, 
reasoned that the lean year made a 
contribution in its very leanness. It 
toughened the industry up. 

Incoming President William G. 
Hamilton Jr., president of the Amer- 
ican Meter Co., had a few ideas about 
how the industry could stay tough. 
He called the assembled manufactur- 
ers to task for failing to arm their 
salesmen adequately for gas selling, 
for taking refuge under the umbrella 
of industry promotions, the costs of 
which the same manufacturers “have 
never adequately shouldered.” 


AHLMA 

Main attraction at the three-day 
AHLMA meeting was a morning 
session with industry talent not 
often lined up in one place. Here are 
the top men who were there, and 
here’s what they had to say about 
the future of the laundry business: 


Clair Ely, AHLMA board chairman 
and Maytag marketing vice presi- 
dent, took a short, shuddering look 
at last year’s laundry shipment drop 
of 13.5%, then reminded his listen- 
ers that shipments are down 12% 
for the first quarter of 1961. But he 
said he wasn’t worried for two main 
reasons: (1) this year manufactur- 
ers’ “planning is more in line with 
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the hard realities” and (2) there are 
“signs that indicate that we are be- 
ginning to bottom out.” 


Robert E. Brooker, Whirlpool, fol- 
lowed Ely with a call for increased 
profit. His suggested panacea for the 
industry: “A closer look at profit 
planning by each member of the in- 
dustry.” And he singled out three 
areas where planning could help pre- 
serve healthy profit margins: 

1—“‘Recognizing that the probable 
sales volume for the next five years 
may be approximately the same as 
the total unit volume for the past 
five years but that during this period 
billing prices may decline at a rate 
equal to the rate of cost reductions.” 

2—“There will be no wide swing 
of market penetration of any manu- 
facturer occasioned by price, since 
no manufacturer can allow volume 
to dry up through price alone.” 

3—“‘To preserve the profit struc- 
ture and market participation of the 
independent dealer, convenience and 
services must be provided.” 


John Craig, vice president and general 
manager of the Westinghouse major 
appliance division, called for manu- 
facturers to close the gap between 
factory performance and most phases 
of marketing’by upgrading drastic- 
ally market research, advertising 
and distribution methods. 


James M. Skinner Jr., Philco presi- 
dent, detailed—with figures and huge 
charts—the chances manufacturers 
take in the world appliance market. 
In particular, he saw little future for 
foreign-imported laundry and lim- 
ited opportunity for American laun- 
dry exports. 


Mort Farr, NARDA chairman of the 
board and only dealer in Boca Raton 
for the conferences, scored the as- 
sembled manufacturers’ policies from 
the dealer standpoint and their fail- 
ures to conquer what he likes to call 
their “new frontiers” : 

1—More productive promotion on 
automatic washers and not on “ob- 
solete” wringers. 

2—More push behind dryers, 
rather than intramural fuel fights. 

3—Meeting the challenge of the 
great unsold combo market. 

4—Putting more steam behind the 
top-of-the-line models, not leaders. 


Homer Travis, Kelvinator vice presi- 
dent of sales, voiced for all of 
AHLMA strong support for the 
group’s “Guide To Recommended 
Advertising Practices.” 

And Travis pointed out that 
AHLMA took the stand in spite of 
news reports from Washington indi- 
cating that FTC Chairman Paul 
Rand Dixon is not impressed with 
the effectiveness of industry-wide 
agreements, and that he prefers fil- 
ing of complaints and their prompt 
followup. 


William H. Dennler, G-E major appli- 
ance general manager, after confess- 
ing he was not an expert in the 
laundry industry, went on to prove 
that he was. Dennler blamed all 
laundry makers—G-E included—for 
having “conveniently arranged to 
satisfy only part of the market with 
the products we think—not know— 
the consumer wants.” 
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BONN—MAYTAG’S GOING TO THE CONTINENT with 
its coin-op laundry equipment. You can already 
drop shillings or marks into Maytag equipment 
in London and Frankfurt, where the first laun- 
dries have been set up. Maytag expects to ap- 
point distributors for the rest of Western Europe 
by the middle of the year.” (International Coin 
Laundries, Inc. is handling West Germany, and 
the James Armstrong Co. is distributor for 
Great Britain. ) 

Why the push to Europe? Population is 250 
million, larger than the U. S. and Canada com- 
bined. European appliance makers don’t make 
commercial laundry equipment. Land-scarce 
Europeans live in mammoth apartment houses, 
naturals for coin-op laundry centers. And 
Europeans are used to buying a large variety of 
products from coin vending machines. a 


LONDON—DRIVE TO INCREASE APPLIANCE EXPORTS 
was announced by Associated Electrical Indus- 
tries, Ltd. Reason for the push is the increasing- 
ly saturated home market. British appliance 
manufacturers think that the U.K’s production 
capacity in some items is already. too big for the 
home market, can only be absorbed by more 
exports. A new management company, A.E.I.- 
Appliances, will direct business now run through 
| A.E.I.-Hotpoint and A.E.I.-Gala, until now the 

export subsidiary of A.E.I.-Hotpoint. . 


LONDON—ANOTHER BRITISH MERGER is in the offing, 
latest in a series concentrating the British radio 
and TV industry into a few large groups. G-E 
Ltd. made a $23.8 million take-over bid for 
Radio and Allied Ltd., makers of Sobell and Mc- 
Michael radio and TV. The two concerns now 
account for about 15% of the U. K. radio and 
TV market. R and A is planning to break into 
the domestic appliance market, especially re- 
frigerators. * 


rn 


FRANKFURT—APPLIANCE SALES SOARED IN GER- 
MANY, according to the German Market Re- 
search Institute. The number of refrigerators 
in German households has tripled since 1957, 
the number of washing machines about doubled. 
But saturation is low: About 40% of households 
have refrigerators, 28% are equipped with 
washing machines, 16% have electric kitchen 
equipment, and 66% have vacuum cleaners. & 


VIENNA—EASTERN EUROPE RADIO AND TV subscribers 
are on the rise, according to Warsaw and Buda- 
pest. Poland says that there are 4,047,000 own- 
ers of radio sets, or one set for about each 6.7 
people, and 468,000 TV owners, or one set for 
each 57.6 people. (U.S.: one radio for each three 
people and one TV for each 4.5.) Hungary added 
six TV stations between 1958 and 1960, serving 
123,621 TV owners. » 
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Jack Paar is selling 
DOMINION, 


Hair Dryers... © 


Are you? 


The Jack Paar Show ¢ NBC-TV 


Before you buy...be sure to see... Dominion’s Seal of Quality 
DOMINION ELECTRIC CORPORATION * MANSFIELD, OHIO 
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AIR CONDITIONER 
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Installing Air Conditioner—available in all capacities, from 
7,000 to 16,000 BTU’s, including “power saver” 1 H.P., 115 volt, 
7.5 amp. units ... yet you can sell from just one model. Write, 
wire or phone your Emerson distributor today! 

*Patent Pending on Sliding Side Panels 
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YOUR personal BUSINESS 


Are any of your children married but still attending college? If one 
is, and if you're contributing more than half of his support, you can 
get a dependency tax exemption—even if either or both of the couple 
are working and they have a gross income of $600 or more. As long as 
both are full-time students, you can claim an exemption. 

One warning: Have them file separate returns. You'll lose your ex- 
emption if they file jointly—unless they're filing only to get a re- 
fund of taxes withheld on their wages. In that case, you wouldn't sac- 
rifice your exemption. 


AA A 


Planning a trip—either on your own or "on" a manufacturer? If you are, 
don't forget to do some advance just-in-case planning for those med- 
ical problems which seem always to crop up when you're away from home. 
Though you'll probably be within shouting or phoning distance of a 
octor most everywhere you go, there's nothing like being prepared. 





There's no surefire rule about what to take along in the way of med- 
icines—just as there's no surefirs way to stay well. And, of course, 
general rules don't hold for specific illnesses. But here's a basic 
list of medical supplies which one physician recommends that you take 
along while traveling: 





e Aspirin—for just about everything. But, remember, if pain is so 
severe that aspirin will not give relief, you need to see a doctor. 


e Vitamins—one for each person per day. A vitamin pill with calci- 
um and other minerals added is preferable. Of course, if you're eat- 
ing regularly and including all necessary food elements, you won't 
need vitamins. 


e Anti-diarrheal medicine—in powder or pill form (Intromycin) for 
carrying convenience. Since the exact cause of traveler's disease 
isn't always known, you shouldn't hesitate in combining this prepa- 
ration with a broad-spectrum antibiotic, or at least neomycin, if 
the symptoms persist. 





-@ Antibiotics—in case you run into simple infections. Your doctor 
will be able to give you directions and cautions about using+them. 





@ Motion sickness medicines—you can also use them for just plain 
nausea. They come in chewing-gum form for children and for adults 
who have doubts about keeping a pill down. 





e Antihistamines—for allergy sufferers who aren't sure what sub- 
stances they're going to run into. You can also use antihistaminic 
drugs as mild sedatives. 





e Sleeping pills—a good night's sleep can mean the difference be- 
tween fun and failure, especially under the excitement of travel. 
New non-barbiturate sleeping pills are available without a doctor's 
prescription. 





e Water purifier—if you're going into an area where there's doubt- 
ful drinking water. A commercial iodine preparation is best. But 10 
drops of tincture of iodine mixed well and left in a quart of water 
for half an hour is as effective as the commercial product. In an 
emergency, where you can't boil water, use Halazone tablets (as di- 
rected on the box), or Clorox or other chlorine bleach (at the rate 
of five to 10 drops per quart), and allow to stand for about half an 
hour. 





e Skin ointment—a combination one to take care of itching, infections 
and unexplained rashes (an ointment such as Neo-—Cort-Dome). 
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A DEALER SALESMAN 


lk What To Do 
ip qi If She Tries 
aa) To Walk Out 
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The other day in the newspaper I see an inter- 
esting item. This paper has made a survey re- 
garding buying habits in this business of ours. 
Among other things they discover is this tidbit: 
The chances are only one in three that a shopper 
will come back to a store after she has left with- 
out buying. Now to my way of thinking this is 
quite a conservative estimate. It is more like 10 
or 20 to one that you will never see your walkout 
again. Competition is that keen nowadays. So 
how does one bring them back? 

Many times you must play it by ear because the 
walkout comes just when you are sure you have 
a deal wrapped up. Like this guy who comes into 
the store one night. He is slightly inebriated. He 
is looking for a TV although he cannot distin- 
guish between a 17- and a 23-inch screen. I have 
no trouble making a quick deal, but instead of 
giving me a deposit this citizen asks that I should 
call his home so he can speak to his wife. He tells 
her to hop a cab fast and get down to the store 
with a 100 bucks deposit on the TV. Fifteen min- 
utes go by and she does not appear. My customer 
starts getting thirsty. He says he is going out for 
a drink and will be back. I know I will never see 
him again if I let him get away. I tell him that 
I will go with him and buy him a drink as it is my 
supper break. We come back to the store 20 min- 
utes later in happy spirits and there is my 
friend’s wife tapping her foot impatiently. But 
he is so overflowing with bounty now when he 
takes the 100 bucks from his spouse that-I wind 
up with two deals—he decides to buy her a 
washer also. 


One place you lose a lot of walkouts is between. the 
store and the parking meter. That is why I always 
carry dimes in my pockets. When a customer in- 
terrupts my pitch to advise that his time on the 
meter is up, I cheerfully bounce out and put the 
dime in the meter for him just so he stays in the 
store. 


You also lose customers between the store and the 
bank. What I mean is you have a deal wrapped up 
and when it comes to terms the customer says, “I 
am going to the bank and get a personal loan 
because it is cheaper. Then I will come back and 
pay cash.” Then he runs into. a competitor on the 
way to the bank. So I arrange with a bank nearby 
so that I have a stack of personal loan applica- 
tions on hand. This lets me take the personal loan 
application in the store, get a deposit, and have 
the check mailed to the customer—care of my 
store, of course, which is where he will be 
spending it. 


Always hit the walkout with something that will bring 
him back—your lowest price, a special deal, or 
best of all, extract a small binder. Like this young 
couple who are taking up loads of my time on a 
stereo. They like it a lot, but I just can’t seem to 
clinch the deal. They want to think it over. They 
start to walk out. 

I say, “Can you lend me a dollar so I can hold 
this set for you?” 

“T don’t have a dollar on me,” the young fellow 
says, “all I got is this souvenir Indian rupee.” 

“That is quite all right,” I reply. “I will take 
the rupee until you make up your mind.” 

The kid is so embarrassed that he hands over 
the coin. That night he comes back to get the 
rupee, looks at the set again, hands me $20 and I 
have a deal. Without that coin from the banks of 
the Ganges, this would’ve been just another 
walkout. 


ABOUT THE AUTHOR—For reasons which become 
obvious as you read this column, the author does 
not wish to be identified. He is, however, exactly 
what he claims to be—a hardworking retail sales- 
man who has problems (and solutions) which he 
shares here with you. 
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BOCA RATON 


IN THIS PLUSH FLORIDA RESORT 
some of the most important associa- 
tions in the appliance industry are 
meeting—GAMA, AHLMA, NEMA. 
For more coverage of these impor- 
tant conventions, including pictures, 
don’t miss next week’s issue of 
EM WEEK. 


APRIL 24, 1961 










customer satisfaction 


...guaranteed 
by a 



































tsar 


Gioson room ait condones yg ee 


School of 







































































LL 




















if 











Nothing builds your business quite like satisfied 
customers. Now Gibson guarantees that satisfac- 
tion with an exclusive Air Conditioner Perform- 
ance Bond. Every unit performs to your customer’s 
satisfaction or may be returned. It’s that simple 
...1t’s that salable! 


Every Gibson unit, from the Slumber Master 
Portable to the full-home cooling Texan, is sold iPS" Portable dehumid- 
with this exclusive Performance Bond. It’s the that puts plus profits in 

. . your pocket. 3 models 
most convincing reason-why-to-buy you can offer, —yvailable, each a profit 


and it’s available only from Gibson! plum! 


Giaésonm 


Gibson Refrigerator Sales Corporation, Greenville, Michigan, Subsidiary of HUPP Corporation 


REFRIGERATORS @ FREEZERS e ELECTRIC RANGES e AIR CONDITIONERS © DEHUMIDIFIERS 
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you deserve a profit, 
get one with. 

















YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE! 


NEW! RCA WHIRLPOOL 12 CU. FT. REFRIGERATOR-FREEZER 





























Model HS-1 2TCM 


with exclusive IceMagic 
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..the feature 


everyone wants at 


LOWEST 
PRICE 
EVER 




















NOW! YOU CAN SELL THE “PERFECT” COMBINATION 
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New 12 cu. ft. No-Frost 
at new low price! 


Model HI-12T ends trouble- 
some frost problems forever 
. because all frost-gathering 
coils are located outside the 
food storage areas of both re- 
frigerator and freezer. Practi- 
cally every other feature wom- 
en want, too... and smart 
styling with built-in look. 


Complete line of chest 
and upright freezers 


Designed to meet the needs of 
today’s families ... with many 
exclusive features and built-in 
precision quality to give you 
a powerful selling story. Both 
uprights and chests in various 
capacities. 


on of America 


...today’s most-wanted size with 
today’s “most-wanted” feature! 


To satisfy the ever-growing demand for this capacity size, and make 
your selling even easier, we have added one of the top RCA WHIRLPOOL 
refrigerator-freezer features to the 12 cu. ft. model HS-12TCM ... at 
the lowest price ever! Here’s a really-big value with ’most every 
feature of a fine refrigerator-freezer plus the remarkable IceMagic® 
ice maker that automatically replaces and stores every cube used. A 
powerful “extra” that swings many a sale! Two other 12 cu. ft. 
models ... HI-12T No-Frost, and low-cost HS-12T with automatic 
defrost ... give you a complete step-up story to cover the wants of 
this biggest-volume market. Ask your distributor about these big 
sellers ...and all other RCA WHIRLPOOL refrigerator-freezers. 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 


——a 


CORPORATION 


ADMINISTRATIVE CENTER, BENTON HARBOR, MICHIGAN 


Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers e Dryers e Washer-Dryers e Refrigerators e Freezers 
fee Cube Makers e Ranges e Air y Conmioness e Dishwashers e Food Waste Disposers e Dehumidifiers « Vacuum Cleaners. 


Use of trodemarks f§ ond RCA authorized by trademark owner Radic Corpor 
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In this section you’ll find EM. 
WEEK’S spec sheets. They'll 
give you complete data on the 
1961 models of 25 leading 
manufacturers. It’s the infor- 
mation you need to buy them 
—and sell them. 
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1961 ROOM 
AIR 
CONDITIONERS 


There are many features to look at and consider this 
year before you order. The spec sheets on the following 
pages will tell you what each manufacturer can offer— 
and also give you a direct selling tool. Use them for 
comparisons, to show your customer the advantages for 
him of one model over another, and the value of added 
features. 

Here’s a summary of the major selling features 
manufacturers have put in the 1961 lines: 


Simplicity is the keynote this year. Manufacturers want 
to eliminate the costly—and sales retarding—skilled 
labor required to sell and install room air conditioners. 
Ultimate goal: Making air conditioners an over-the- 
counter, mass-market item. 


Installation has been simplified in many ’61 units with 
instant mounting devices permanently attached to the 
unit. They’re flexible, socored aluminum side plates that 
lock into place in seconds. The pieces adjust to the width 
of the window track, eliminating vibration and rattling. 

Manufacturers are showing several casement window 
units, a few through-the-wall models, and some transom 
units. But the largest segment of 1961 conditioners are 
for the simpler sash window installation. 

Portables, with instant mounts or do-it-yourself 
mounting kits are popular in all lines, and popular with 
consumers. These models are best for fast over-the- 
counter sales, especially during heat waves. 


Cabinets are getting slimmer and smaller every year. 
New designs in cooling coils, with staggered and 
rippled tubes and fins have made this year’s smaller 
sizes possible. 

It means little or no over-hang on the outside and a 
unit flush with the window sill on the inside. Straight- 
line, slimline, and thinline cabinets are featured this 
year. 


New controls will be big selling tools this year. Some 
1961 models have new timer clocks that can be set to 
turn the unit on or off automatically, and at a pre- 
determined time. Two companies have also added re- 
mote controls that make it possible to turn the unit on 
or off from any place in the room. 

Thermostatic temperature controls have been put on 
many models. The user selects a temperature and sets 
it once; the control will automatically turn the condi- 
tioner on and off to maintain the setting. 

Most models have 2 fan speeds, a heavy duty daytime 








speed and a slow, quieter speed for nighttime. Some top 
of the line models have additional intermediate speeds 
available. 

Dials and pushbuttons are popular. Fresh air intake, 
exhaust and room ventilation are controlled with a 
twist of a dial or the flick of a button. 


Quiet operation is a big selling feature. Air silencing 
chambers, special noise deadening materials, mufflers 
and rubber mountings are some of the noise retarders 
in top brands this year. Front panels have been re- 
designed for quieter operation. And one manufacturer 
is offering a low noise slumber series, especially de- 
signed for bedrooms. 


Humidity can be more uncomfortable than heat. So units 
which remove moisture while they cool have good sales 
appeal. The charts show that most manufacturers are 
aware of the humidity problem, and are offering vary- 
ing degrees of humidity control. 


Filters have as much diversity as cabinet fronts. There 
are hygenic filters, chemically treated, washable germi- 
cidal filters, and electrically charged filters to replace 
negative ions in the air. They’re made of fiber, alumi- 
num, plastic sponge, or charcoal. Some can be discarded 
when they wear out, while others can be washed and 
used over and over. 


Reverse cycle units become more popular each year, 
especially in areas where cold nights make a heat source 
desirable, but which are no cold enough to need a full- 
scale heating system. 

Some models use the heat pump principal. The re- 
frigerant cycle is reversed to blow warm air into the 
room on chilly days. In this type, the heat comes from 
the refrigerant only. 

Where more heat is needed, units are available with 
auxiliary electric heating elements. These turn on auto- 
matically when outside temperatures drop to a pre-set 
level. When the auxiliaries go on, the reverse cycle op- 
eration stops. 


Voltage and amperage have a complete selection in all 
1961 lines. There are units for heavy duty (203/280 
volts) current as well as models for regular 115 volt 
house current. Amperages range from 74 to 12 amps, 
with 74 the most popular for 115 volt use, since these 
models draw only half of the total volts provided by a 
single 115 volt line. 






Turn the page for a complete breakdown on the models you'll be selling this year. 
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We publish this special re- 
port on room air condition- 
ing with pride. We've been 
working on it for over four 
months. Almost every major 
manufacturer has been 
contacted for assistance, 
dozens of dealer calls have 
been made and almost the 
entire EM Week staff has 
had some part in the prepa- 
ration of the final product. 
Gordon Williams, assistant 
midwest editor, was in 
charge of the project. Dur- 
ing the preparation stage, 
Williams travelled over 
5,000 miles in his search 
for information. 





-_) Air Conditioning’s 10-Year History: Up and Down 


A look at room air conditioning’s 10-year his- 
tory as a mass market product gives a clue to the 
state of the industry today. 

During the past decade: 


Annual sales climbed from 237,500 in 1951 to a 
peak of 1,828,000 in 1956, then slipped back to the 
present level of between 1.5 and 1.7 million units. 


Dollar volume rose from $80,393,000 in 1951 to a 
peak of $534,800,000 in 1956, then declined in 
each of the four succeeding years. 


Saturation stood at —1% in 1951, rose to 7.6% in 


1956, but had only climbed to 15.1% by the close 
of 1960. 


The summation: Room air conditioning got off the 
ground with a rush in 1951, reached its peak in 
1956 and has followed a staggered — but generally 
downward-—sales curve since. This pattern is not 
unusual in the appliance industry. 

Most. products have followed similar curves — 
but with this difference. Few other products have 
peaked until their market was nearly saturated. 
Television, for instance, reached its peak in 1956, 
but only after saturation reached 75% to 80%. 

Room air conditioning reached its peak in 1956 


ROOM AIR CONDITIONING: THE BEGINNING, THE PEAK, THE PRESENT 


fa 


with saturation at just about 10%. 
Clearly, then, this is an industry with problems. 


BUT WHAT ARE THE PROBLEMS? 


Weather ranks as number one. It’s true that nothing 
can kill a selling season as quickly — or as com- 
pletely — as cold weather. The summer of 1958 was 
generally warm; sales jumped to 1,673,000 units, 
despite a severe recession. But 1959 was cooler 
and sales dropped back to 1,660,300 units. Last 
summer, the weather was even cooler. The result: 
sales again declined, this time to a five-year low 
of 1,580,000 units. 


Less than 
1% 
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That “weather dictates sales” is the industry’s 
number one truism — and one that’s hard to find 
fault with. But there are other problems, too. 
Every industry executive can come up with a half- 
dozen. These are some of the most frequently 
mentioned ones: 


Salesmen don’t know how to sell air conditioning. 
Because this is a seasonal product — with a short 
season — few salesmen get the exposure to air 
conditioning they do to other products. Hence, few 
can do the selling job on air conditioning they can 
on TV or white goods. 


Air conditioning is a luxury to most customers. The 
type of customer who buys room air conditioning 
— the well-paid, married, home-owning manager- 
ial or professional class man—reflects this. What’s 
needed, then, is a massive campaign to change the 
popular concept of air conditioning from a luxury 
to a necessity. 


Consumer confusion. Customers don’t know how 
air conditioning works and are still a little afraid 
of it. Adding to this confusion is the wide variety 
of ratings which are in use: ton, horsepower, 
Btu, sunload, etc. Also, they believe that air con- 
ditioning will entail a massive rewiring job in 
the home. 


Relative newness of the product, especially in the 
north. It’s hard to classify a 10-year-old product 
as “new,” but many industry people regard new- 
ness as a stumbling block to sales. 


Overemphasis on price in advertising and selling, 
coupled with a failure to promote the benefits 
which air conditioning offers. 


Increased competition with other products and 
services for a limited number of consumer dollars. 
Boats, vacations, hobbies, plus television, stereo 
and appliances all compete for consumer attention. 
This competition began in earnest perhaps 10 
years ago — just when room air conditioning first 
came on the scene. 

This is by no means a complete list. But, indus- 
try leaders list these as the most crucial problems 
room air conditioning faces as it moves into its 
second decade. 
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HOW THE MARKET HAS CHANGED 


First of all room air conditioning is no longer 
exclusively a product for southern use. Saturation 
levels remain highest in the south, of course, but 
the nation’s top market last year was Manhattan; 
with Philadelphia second; Washington, D.C., 
third; Chicago, fourth; and Brooklyn, fifth. The 
top southern cities are Miami, in eighth place and 
Houston in ninth. 


The selling season has grown longer. Air condi- 
tioning remains a seasonal item with May 1 to 
July 31 as the top selling months. But more sales 
are being made before and after that three-month 
period. 


Units have grown smaller, more compact, quieter in 
operation and with more features than the units 
of a decade ago. Prices have declined sharply and 
are certainly likely to decline still more. 


Fewer names remain in the room air conditioner 
field. Mitchell and the Cory Fresh’nd Aire line 
have vanished from the scene. Vernado survives, 
but under new ownership. 

This is room air conditioner after a decade; 
problems, changes—but still plenty of opportunity. 


WHAT IS THE MARKET’S POTENTIAL? 


Ideally, it is a market almost without limit. 
And, as the saturation level of 15.1% indicates, 
it is a market which still remains to be tapped. 

These are the specifics: 


There are 52 million wired homes in America today. 
Every one of these wired homes is a customer for 
at least one room air conditioner. 


There is the tremendous multi-unit market, which 
some day may see two, three or even four room 
units in every home. Nearly 25% of all air con- 
ditioned homes today have more than a single 
unit. As the concept of full-house cooling with 
room units spreads, that percentage can be ex- 
pected to climb sharply. 


There is the vast commercial market. Just half of 
the stores, offices, hotels and motels and institu- 


tions in this country are air conditioned. Is this a 
market for room air conditioning? Definitely yes! 
Of the commercial operations which are air con- 
ditioned, about two-thirds use room units. 


New construction—both residential and commercial 
— will add to already vast potential market. Every 
new home, apartment or office building, hotel, 
motel, store, factory, institution built in America 
in coming years will represent additional cus- 
tomers for room air conditioning. 


Product advances—some of them already here, 
others still in the experimental stage — will win 
new friends for room air conditioning. 

Witness the amazing growth of the reverse 
cycle heat pump over the past five years. This unit 
provides cooling in summer and heat in winter. 
Within another five years, as smaller, more power- 
ful compression systems are perfected, the heat 
pump may be capable of providing full summer 
cooling and full winter heat to homes in both the 
north and south. 

Gas air conditioning will bring increased sales 
in many still-untapped markets. 

Within a decade, thermoelectricity may lead to 
a room air conditioning which: offers completely 
silent operation, no moving parts and almost in- 
finite life. Prototype thermoelectric coolers have 
already been shown. 

Fuel cells and the infant science of solid state 
physics may bring new types of room units un- 
dreamed of today. 

“T see a room air conditioner market of 100 
million units,” one factory product manager says 
seriously. 

Other industry leaders make these additional 
predictions: 


Room unit sales will soon hit three million units 
per year. 


Saturation, which has climbed from 1% to 15.1% 
over the past decade, will reach 40% to 50% by 
1970. Eventually, it should reach the 98% satura- 
tion level achieved by refrigerators. 

This is the vast, largely untapped market for 
room air conditioning. 


Here’s how to sell that market. 
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How Air Conditioners 


Change 


Room Climate 


What is air conditioning? 

Before trying to sell room air conditioning, 
you should have a good idea of how it works. 

In its simplest form, an air conditioner is a heat 
transfer machine. It removes heat from where it 
is not wanted — indoors — and disposes of it at a 
place where it makes no difference — outdoors. 

Or, think of a room air conditioner as a refrig- 
erator with its cold zone on the outside. Both run 
on the same principle — the tranfer of heat. 

The complete air conditioning system includes 
an evaporator or cooling coil which is located 
inside the room and a compressor, a condenser 
coil and a capillary tube which are normally located 
outside. 

Heat — what we’re trying to get rid of — can 
only be transferred to something colder. In air 
conditioning, the “something colder” is Freon, a 
chemical which boils at from 20 to 40 degrees 
below zero. 

Freon is normally a gas. When stored under 
pressure in a tightly sealed container, it becomes 
a liquid. If the pressure is released, Freon begins 
to boil (at about —40 degrees) and the rapid 
evaporation makes the sides of the container 
freezing cold. If the evaporation takes place in a 
coil, the cold Freon will pick up heat from the 
warmer room air. 

This is just what happens in the cooling coils 
of a room unit. The blower fan draws warm air 
from the room to the coils. Cold Freon passing 
through the cooling coils picks up the room heat 
and carries it away. The cool air is then directed 
back into the room. 

When humid room air is cooled, moisture is 
deposited on the cooling coils. This moisture drips 
away. It then is carried to the slinger ring which 
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hurls it over the surface of the condenser where 
it is vaporized. 

Since Freon must be used over and over again, 
it is cycled through a simple pump called the com- 
pressor. The downward stroke of the pump’s pis- 
ton pulls the Freon vapor into the compressor. The 
upward stroke tightly compresses the Freon 
again, causing its temperature to rise. 

The hot (140 degrees), compressed Freon then 
passes through the condenser coils which are lo- 
cated outside the room. Since the Freon is much 


Outside 


Gas under pressure 


hotter than the outdoor air, this outdoor air can 
be used to carry away the heat. To speed the heat 
exchange, the condenser coils are finned to in- 
crease their surface area. Once the heat is re- 
moved, the gas condenses back into a liquid again, 
much as steam condenses when a radiator is 
cooled. 

The compressed liquid then passes through a 
small tube called the capillary tube which meters 
the flow of Freon back into the evaporator or cool- 
ing coils. And the heat transfer cycle begins again. 
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Sell Air Conditioning All Year Long 
With This EM Week Six-Point Program 


This is EM WEEK’S Year-Round Air Conditioner 
Sales Program. 

It was developed through interviews with fac- 
tory executives, distributors and successful deal- 
ers throughout the country. 

The EM WEEK program divides your air con- 
ditioner year into six separate periods. It tells you 
what to do, how to do it and how to get the most 
out of your air conditioner budget during each of 
these periods. By following the EM WEEK pro- 
gram, you can develop your own Year-Round Air 
Conditioning program; the one best suited to 
your needs and your market. 

Dates used in this sample program are for the 
northern third of the United States, where May, 
June and July are the peak selling months. 

Dealers in other areas of the country can easily 
adjust the program to meet their own specific 
situations. 


This EM WEEK Year-Round Program has 
worked for many of the nation’s top air condi- 
tioning dealers. Here is how it can work for you: 


1. JANUARY TO MARCH 


This is your off-season period. Customers gen- 
erally don’t think about air conditioning during 
this period, but they can be sold. Spend 5% of 
your air conditioning budget during this. period 


Best market: Users and commercial customers. 
Users already know the benefits of room air con- 
ditioners, hence are easier to re-sell. 

Commercial customers — stores, offices, motels 
— can be sold on the theme: “Buy now and be 
ready for summer. 


Best media: Direct mail, telephone calls, personal 
visits. Direct mail should go to your best pros- 
pects. If your salesman knows the prospect, a 
phone call is better than direct mail. If the pros- 
pect seems interested, follow up with a personal 
visit. 
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Best themes: Stress buying during the off-season; 
better price, immediate or free installation. Offer 
delayed payment plans. 

To users, the obvious theme is “Buy a second 
unit and really cool your entire house this sum- 
mer,” or promote replacement. 


In-store: You should have at least a token floor 
display; perhaps three or four units. 


Miscellaneous: This is a good time to start train- 
ing salesmen. Teach them features, benefits; in- 
troduce your new product lines. 


2. MARCH TO MID-APRIL 


This is your warm-up period. Spend 10% of 
your air conditioning budget softening up con- 
sumers. 


Best market: Still users and qualified leads with a 
smattering of impulse buyers. Sales can still be 
made to commercial customers. 


Best media: Still direct mail, phone calls and per- 
sonal visits. Some dealers have run full or half- 
page newspaper ads offering special pre-season 
buys. Best bet is to save such ads for sudden warm 
spell. 


Best themes: Continue stressing the advantages of 
buying in the off-season. Appeal to vanity by sug- 
gesting that “smart customers know this is the 
time to make the best buys.” Continue offering 
delayed payment plans. Stress immediate installa- 
tion and offer some “early season specials.” 


In-store: Prepare for the peak season. Enlarge 
your in-store display and move at least one unit 
into the window. 


Miscellaneous: Continue training your salesmen. 
Be sure they know the technical side. 


3. LATE APRIL THROUGH MAY 


This is the start of your peak selling period. 
Spend up to 35% of your air conditioning budget 
during this period. 


Best market: Just about anyone is a potential cus- 
tomer. This is the start of the warm season in 
most markets. Consumers are buying garden 
equipment, boats, picnic goods. So, start them 
thinking about air conditioners. 


Best media: Whatever works best for you. News- 
papers, radio, television, shoppers, direct mail, 
billboards. This is the time for your strongest 
advertising weapons. 


Best themes: Stress just about every feature of 
air conditioning, with comfort getting the heavi- 
est play. Typical theme: “Prepare now for the hot 
summer ahead.” 

Keep hitting the idea that summer heat is just 
around the corner. Watch for a really warm day, 
then push the message home with advertising 
that says “Today is only a sample of the hot days 
yet to come.” 

Since heat alone won’t sell during this period, 
stress other features and benefits. Example: 
“Cool and dehumidify your home.” 

Sell low cost. Break your price down by month, 
by day or by room. “Beat summer heat for just 
7 cents a day,” or “Just $10 down and you’re ready 
for summer’s hottest days.” Deferred payments 
work well here. 

Continue to offer immediate installation, point- 
ing out how busy your crews are in June, July. 


In-store: Displays here should now be complete; 
make sure you have some working models set up. 


Remember: You won’t have to worry about a cold 


summer if you sell the bulk of your air condition- 
ing units in April and May. 
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4. JUNE TO MID-JULY 


This is the real peak of your selling season. If 
you don’t make it here, you’re in trouble. Your 
program should be in high gear and you should 
spend 25% of your air conditioner budget during 
this period. 


Best media: Continue to use your strongest adver- 
tising tools. Have some ads set in case the weath- 
er turns really hot. Develop radio, TV or news- 
paper spots and make arrangements for them to 
be used on short notice. Example: The weather 
climbs into the 90s. At that point, your radio 
station begins carrying messages like ““Tempe- 
ratures may hit 95 today. Be cool tonight with an 
air conditioner from Smith Appliances.” 

If you hit a real hot spell, toss in repeated spot 
messages. Use the “Why Swelter Another Night,” 
theme. You are dealing with a large percentage 
of impulse purchases now and your ads should be 
geared accordingly. 


Best themes: Comfort is number one. Summer is 
here and you must appeal to customers’ natural 
desire to be cool. Stress cooling and dehumidifica- 
tion. Advertising should feature hot, uncomfort- 
able people who could be made comfortable with 
air conditioning. Stress the “enjoy your home all 
summer” theme. 

Take a whack at the multiple unit market with 
a renewal of the “cool your entire home” theme. 
Continue to stress low-cost. 


In-store: A sizable amount of floor space should be 
devoted to air conditioning and units should have 
a prominent — if not the dominant — spot in your 
window. Make sure you have working units on 
the floor. 


Miscellaneous: Continue to use your favorite con- 
test and promotions. Send out units on a “try-it- 
over-the-weekend” basis. 


5. LATE JULY THROUGH AUGUST 


This is the tail-end of your peak period and 
you'll have to play it by ear — or by thermometer. 
Spend up to 20% of your air conditioner budget, 
but let the weather determine how you’ll spend it. 
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If the weather has been hot, you should have 
no problems. If the weather has been cool, switch 
your attack. 


Best market: Once again, just about anyone is a 
potential customer for room air conditioning. 


Best media: This depends on the weather. In a hot 
summer, aim your advertising at impulse sales. 
This is a period when tempers flare, when sleep 
and work become difficult. Hard-hitting spot mes- 
sages in newspapers, on radio or television can 
break down customer resistance. “Don’t be hot a 
minute longer,” is a good spot theme. 

If the weather is cool, then use bigger, splashier 
ads. You still have a message, but it will require 
more space. Perhaps go back to direct mail, tele- 
phone calls. 


Best themes: If weather has been hot, keep push- 
ing the comfort theme. Stress cooling, dehumidifi- 
cation. Play up haggard, weary, uncomfortable 
people who could be comfortable with air con- 
ditioning. 

Stress low cost, low down payments in your 
advertising spots. 

Play up instant mounts with the idea of imme- 
diate comfort. “Buy it at 9, be cool by 10.” This 
will close some sales and take some of the burden 
off your service people. 

If the weather is cool, then you have to change 
your approach. No one has hit on a sure-fire tech- 
nique of selling in a cool summer, but there are 
some stunts you can try. 

If you can’t sell cooling, try dehumidification. 
Sell air circulation, cleanliness and reduction of 
outside noise. Sell health. This is the season when 
allergy sufferers begin to fret and air condition- 
ing can help them. 

Try price specials. Reduce prices for multiple 
purchase or even for single unit purchases. Free 
installation may help close sales. Also deferred 
payments. 

Go back and work on your users again. Be 
honest and admit cool weather has hurt sales, so, 
“Now I can make you a better deal on a second 
unit.” 


In-store: Keep your floor and window displays 
standing. 


Miscellaneous: Try a few promotions and contests, 
distributors for tie-ins. 


6. SEPTEMBER THROUGH DECEMBER 


This is post-season, but you can still sell air 
conditioning. You should have about 5% of your 
air conditioning budget left. Use it in two ways: 
(1) to make sales; (2) to build up leads for 
future sales. 


Best market: Users and commercial customers, 
plus some impulse buyers. Your user is a good bet 
here. If a customer has bought one unit during 
the summer, go back and sell him another at a 
reduced price. 

Commercial customers can be offered imme- 
diate, low-cost installation — plus a tax benefit. 
A full year’s depreciation can be deducted for 
units bought up to December 31. 


Best media: Direct mail, phone calls and personal 
visits. If you have a heavy carry-over, try news- 
paper advertising. 


Best themes: For the average customer: “Buy 
now when prices are cheaper.” Offer your carry- 
over at reduced prices and toss in some extras 
such as free installation. 

For users — “You know how wonderful air con- 
ditioning is. Buy a second unit at a reduced price 
now and be ready for next summer.” 

For commercial customers — “Buy now and be 
ready for summer. And get your tax break.” 

For everyone — “It’s smart to buy now, when 
prices are lower.” 


In-store: Have a basic air conditioner display on 
your floor — three or four units at least. If you’re 
trying to get rid of a heavy carry-over, keep up 
your peak-season display, but stress lower prices. 


Miscellaneous: Build up your file, display at home 
and builder shows; offer gifts for qualified leads. 

Think about a winterizing and storage service. 
First, you’ll see a number of units which need 
replacement and second, you’ll have another 
chance to work on your users. Perhaps, you can 
offer free winterization to customers who buy a 
second unit. 
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Get The Customer Into Your Store 


Who are your best air conditioning prospects? 

Everyone may be a potential buyer — but some 
are simply more “potential’’ than others. 

Market research experts have studied the situa- 
tion and eome up with their Mr. Average Air 
Conditioner Customer. They’ve learned this aver- 
age customer fit into a predictable mold as to in- 
come, age, education, profession and spending 
habits. 

Their research should make it easier for you 
not only to pre-select your best customers for 
room air conditioning but also to help shape your 
advertising and selling messages. 


WHO’S YOUR BEST CUSTOMER? 


Specifically, your best customer for room air 
conditioning: 


—is a man. Men initiate nearly 60% of room 
unit purchases. 


—earns over $5,000 a year. This higher income 
group accounts for more than 80% of all room 
unit purchases. More than half the room units are 
sold to customers in the $7,500 to $10,000 a year 
bracket. 


—owns his own home. Home owners buy 80 to 
90% of all room units. 


—is married. Single persons buy less than 15% 
of all room units. 


—is between 25 and 55 years of age. Persons in 
this age group buy 75 to 80% of all room units. 
The under-25 group accounts for less than 5% of 
air conditioner sales; the over-55 group for just 
about 15%. 


—has a managerial or professional job. That old 
quip about the best air conditioner customer being 
a truck driver with a pregnant wife doesn’t hold 
up here, since managerial and professional people 
buy about 70% of all room units. 
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The composite “best” customer, then, is a mar- 
ried home owner, between 25 and 55, with a man- 
agerial or professional job who earns between 
$7,500 and $10,000 a year. 

Further distinctions can be made. 

A room air conditioner is rarely purchased as a 
first major appliance. On the contrary, your best 
prospect already has a home full of appliances, 
including many in the “less-than-essential’’ cate- 
gory. 

More than 90% of the people who own room air 
conditioners also own television; more than half 
have home laundry units and nearly a quarter own 
food freezers. 

Your ideal prospect, therefore, has already 
proven himself “appliance-minded” by buying 
many other appliances. 

Not only do air conditioning customers own 
other appliances, but they’ve generally bought at 
the high-end. You’re more likely to sell an air 
conditioner to a prospect who owns a $600 refrig- 
erator and a high-end TV console, than you are to 
the owner of a $200 refrigerator and a $170 
portable. 


HERE’S WHY THEY BUY. 
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The obvious conclusion: Concentrate on your best 
customers; the frequent buyers of high-end mer- 
chandise. If you’ve kept a user file, they should 
be easy to locate. 


WHY HE BUYS—AND WHY HE DOESN’T 


Knowing your prospects in advance is half the 
battle; the other half is physically and mentally 
reaching these prospects and selling them. 

Your first step is to understand why people buy 
room air conditioning — and why they don’t. 


More than 90% (91.8% to be exact) of non-air 
conditioning owners had never been approached 
by anyone trying to sell them an air conditioner, 
according to a study DuPont conducted several 
years ago. 


DuPont found that 60% of these non-owners felt 
they had missed room air conditioning at some 
time and 6% even expressed a specific willingness 
to buy. But they had never been approached. Near- 
ly one million sales lost simply because the mes- 
sage of air conditioning had never been brought 
to these people. 

DuPont learned some other startling facts in 
its study: 
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This comes out to more than 100% because 
some respondents gave more than one answer. 





. » « Nearly half of all non-owners thought air-con- 
ditioning caused colds. 


... 25% thought air conditioning would adversely 
affect such specific conditions as arthritis. 


. . .. 3% thought air conditioning would have a 
detrimental effect on allergies — despite medical 
proof that air conditioning brings relief to most 
allergy sufferers. 


A similar study among owners made two points 
quite obvious: 


1. Every owner who answered the questionnaire 
bought room air conditioning because it provided 
a specific benefit. Either cooling, dehumidification 
or health. 


2. Not one owner listed price as the sole factor 
which motivated him to buy a room air condi- 
tioner. Price, of course, may have decided the in- 
dividual unit purchased and it might have decided 
the time at which the unit was purchased. But 
price alone did not initiate the purchase. 


HE CAN BE REACHED AND SOLD 


The vast market for room air conditioning has 
been allowed to remain not only untapped, but 
ignorant of the amazing air conditioning story 
you have to tell. You have the weapons on your 
side — advertising, in-store displays, promotions, 
qualified salesmen — and you already know the 
market you are trying to reach. 

This is how to reach that market: 

Your first and strongest weapon is advertising; 
radio, television, newspaper, direct mail, shoppers, 
billboards, car cards, etc. 

The initial purpose of advertising is to let peo- 
ple know you are an appliance dealer selling room 
air conditioning. Advertising per se won’t close 
any sales, but it will bring customer into your 
store. And that is the first step. 

There are few enough kind words said about 
the quality of air conditioner advertising today. 
“It’s all price and box today,” says one factory 
product manager. “They run a picture of the unit 
and they tell the price.” 
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What should advertising accomplish? “It should 
give customers reasons for buying,” the product 
manager answers. “It should stress the benefits 
and the features of air conditioning. It should 
mention the price, of course, but it should not try 
to sell air conditioning on price alone. Price alone 
never sold anything.” 

So price alone doesn’t work. What does? 

Air conditioner advertising — again regardless 
of media — should bring prospects onto your floor. 
That means whetting their appetites for air con- 
ditioning. And the best way to whet a prospect’s 
appetite is to tell him what air conditioner will do; 
what air conditioning has to offer. Once he’s on 
your floor, your salesmen — if they have been 
properly trained — can do the rest. 

Does this mean price should be completely ig- 
nored in advertising ? Of course not. A great many 
non-owners said they wanted air conditioning but 
thought they could not afford it. This group of 
non-owners, already knew something of the air 
conditioner story. They had been sold on benefits, 
but were thwarted by their price misconceptions. 

The vast majority of non-owners knew neither 
the benefit story nor the price story. Remember, 
91.8% of all non-owners had never been asked to 
buy an air conditioner. This is where your adver- 
tising must come in. 

First — and once again regardless of media — 
tell your benefit story. This should include: 


—cooling. Present your cooling story graphical- 
ly. For instance, “this unit will cool an 18 x 24 
living room.” Present it in terms a customer can 
readily grasp. 


—humidity. Again, in terms a customer can 
readily grasp. “This unit will remove 3, quarts of 
water from the air in a 24-hour period.” 


—health. Present this from both the angle of 
germ-free air and from the angle that air con- 
ditioning can help sufferers from hay fever, asth- 
ma, heart condition, sinus trouble. This area can 
be tricky, since blue-sky health claims may bring 
a warning from the local Better Business Bureau. 
Be honest about what air conditioning will do and 
when in doubt, check with local medical or BBB 
officials to present health message. Such as: 


—less dust and noise from outdoors. 
—circulate and exhaust air. 


Now get into your price story — but again present it 
so it makes sense to a customer. Remember, you’re 
not just offering a chunk of metal for $200; you’re 
offering summer comfort for just pennies a day 
(and tell how many pennies, based on a minimum 
of 720 operating hours a year, over a three-year 
period). Or, you’re offering summer comfort for 
just $10 down. 

The main purpose of price advertising is to let 
customers know how little air conditioning really 
costs. And $10 down, or 7 cents a day certainly 
sounds better than $200—even if $200 is the low- 
est price in town. 

When should you use actual price? When you’re 
offering specials, or off-season close-outs. 

Some warnings: Customers are still afraid of 
air conditioning. They’ve heard too many conflict- 
ing stories and seen too many conflicting ads. You 
must overcome this fear before you can hope to 
sell air conditioning. 

The use of BTU or ton or horsepower in ad- 
vertising left customers totally bewildered. If you 
use any sort of rating, make sure it’s BTU and 
then show what this actually means in terms of 
total area cooled. The new NEMA code which re- 
quires all members to advertise only the BTU 
rating should help. 

The same warning holds true with technical 
features. Don’t stress a feature in your advertis- 
ing unless it is readily understandable or can be 
graphically illustrated. If it confuses you, it will 
certainly confuse your customers. 


WHERE DO YOU ADVERTISE? 


But what type of media? Only you know what 
media works best for you. Radio may click in town 
A; newspapers in town B. 


Newspapers, radio and TV usually are best used in 
your peak season. This is when you’re shooting 
for impulse sales and these three media make the 
necessary splash. 

These are your most expensive media; hence 
should be used with care. Use them when they 
can do the most good—in your peak season. 
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Direct mail is an excellent — and low-cost — selling 
tool if used properly. Best time for direct mail is 
in the off-season. Your best targets for direct mail 
are users and qualified leads. In other words, keep 
your direct mail direct. Send mailing pieces to 
your most likely prospects, instead of sending out 
a broadside. This will keep costs down and in- 
crease the effectiveness of your direct mail blitz. 


Direct mail also can work during peak season, 
but again when sent to specific customers. Save 
your mailer for example and send it out during a 
warm spell; it may be enough to turn a good pros- 
pect into a buyer. 


When you are dealing with users or qualified 
leads, alter your advertising approach a little 
since you can assume these people already know 
the benefit story. Here you can stress price; price 
reductions or low-cost installation or lower prices 
on a second or third unit. Don’t build your whole 
mailer around price; benefits-and-price is still a 
better approach. 

As for the other media, use them if they work 
for you. If you like a shopper or car cards, then 
use them. The best media are the ones that work 
best for you. 

Finally, don’t forget about two very successful 
techniques for reaching your market — the tele- 
phone call and the personal visit. Either or both 
can mean the difference between a closed sale and 
a lost sale. 


Telephone calls should be directed toward your 
best prospects. That means your users, your quali- 
fied leads and the names you’ve culled from your 
user file. The specific situation will, of course, de- 
termine the approach used. Advantage is that your 
salesman has a chance to talk directly to his cus- 
tomer. Questions can be answered at once; objec- 
tions can be countered. A telephone call presents 
a good opportunity to suggest a home demo, a 
second or third unit; or a replacement. 


A personal visit should follow at once. If the pros- 
pect looks hot, get personal visit first. Few sales 
can be completed without face-to-face contact. 
Neither telephone calls or personal visits should 
be attempted until your salesman has developed a 
good air conditioning “pitch.” Especially on the 
telephone, the sale can be made or lost during the 
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first few words. Make sure your salesman’s pitch 
is smooth, convincing and believable. 


Finding your best leads. It’s been repeated several 
times, that qualified leads provide your best cus- 
tomers. But how do you find them? 


The best lead is the satisfied user. That’s been said 
too, but it can’t be said often enough. The user 
knows and appreciates air conditioning. He’s had 
at least one summer to enjoy the benefits of air 
conditioning. 


He can help you two ways: 

@ by buying additional air conditioners, either 
as second or third units, or as replacement units. 
After one season, try to sell additional units; after 
three seasons try to sell replacement units. 

@ every user generates new customers. Every 
person who walks into his air conditioned home 
becomes a likely prospect. His neighbors become 
prospects. Fellow workers in his office become 
prospects. One satisfied user can help sell a dozen 
units. 


Cull your files for leads. Such files should be kept up 
to date and checked frequently. Each card should 
contain the customer’s name, address, telephone, 
place of work (and a rough estimate of income, 
if possible) plus a list of all appliances in the 
home and when purchased. 


Give premiums for leads. If a friend or neighbor 
suggests a prospect, give her a small gift. Reward 
your servicemen for bringing in leads; perhaps $5 
for each lead that produces a sale. 


Display at the home or builder shows which now are 
held in most towns. Have visitors fill out cards 
and follow up promptly. 


Speak or display at every club or organization that 
will let you. Prepare a brief talk on “Air Condi- 
tioning—What it Will Do for you” and volunteer 
to deliver it to your chamber of commerce, Rotary, 
Kiwanis, Knights of Columbus or B’nai Brith 
meeting. It can provide an interesting—and low- 
cost—program for your club and it can lead to 
sales for you. If possible, bring along a portable 
model which can be demonstrated on the spot. 


These are good off-season activities. If carried 
out properly, they should give you plenty of leads 
the rest of the year. 

The sale itself is closed in your store. That 
means a couple of things. 

You should, for instance, have some sort of 
in-store display no matter what the season. Keep 
at least three or four units set up at all times. 
And place your display where it can be seen. 


In peak season, air conditioning should have a 
prominent place on your floor and in your win- 
dows. Begin building up your in-store display in 
March and have it complete—with at least two or 
three operating units—by mid-April. Tiered or 
stacked displays are good since they permit you 
to show a number of units in a small area. Most 
manufacturers offer clever, attractive floor dis- 
play kits. Use them. 


Window displays are equally important. You should 
begin showing air conditioning in your window 
no later than mid-April; earlier if feasible. By 
mid-May, air conditioning should have a major 
chunk of window space. . 


Don’t forget in-store promotions. 

A good promotion can build traffic—and heavy 
traffic means sales. Most dealers have favorite 
promotions. Again, the rule is: The best promo- 
tion is one that works for you. 

Here are some rough promotional ideas: 

... the marathon sale! 24 hours of concentrated 
selling, backed up with plenty of advertising. This 
works best in peak season. 

... guessing contests! Winner is the customer 
who correctly guesses the date on which the tem- 
perature first hits 90 degrees. A good one for 
early season. 

. early-bird sales! A pre-season promotion 
with special prices for “smart, early-bird buyers.” 
Use the same idea in post-season (changing the 
name of course) to dispose of your carryover. 

Pick out the best advertising media for each 
promotion (newspapers, radio or TV for the mar- 
athon’ sale; direct mail for the early-bird sale) ; 
offer premiums to bring in traffic. Use all the-help 
you can get from distributors and utilities. 

Once you’ve reached your customer and brought 
him into your store, the next step is to sell him. 
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There are some selling hazards peculiar to air 
conditioning as most dealers have learned. 

No product is quite so dependent on the weather, 
which led the president of one firm to moan, “I 
could come out with the world’s greatest product 
in the world’s greatest boom year and if it’s a 
cold summer, it just won’t sell.” 

To an extent he’s right. Cold weather cuts 
deeply into air conditioning sales—but there are 
other problems as well. 

Because it’s a seasonable item, few dealers and 
still fewer salesmen get the exposure to air con- 
ditioning they do to other appliances. In most 
stores, salesmen begin selling air conditioning on 
May 1 and stop selling it August 1. For the other 
nine months, they ignore the product completely. 

The result: A tremendous number of the men 
who sell room air conditioning really don’t know 
what they’re selling or how to sell it. 

“The customer comes into a store expecting a 
pitch and he doesn’t get it,” one factory man de- 
clares. “‘That’s because the average salesman 
doesn’t know how to sell air conditioning. There’s 
too much of the ‘Hey there, feel the breeze!’ school 
of selling. What we need is to develop some real 
air conditioning salesmen.” 

Most customers still regard air conditioning as 
something of a necvelty ...a gimmick. They 
wouldn’t expect a salesman to provide a complete 

* technical explanation of television or refrigera- 
tion, but they do want to know what makes air 
conditioning work. You are crippling your sales 
effort if you and your salesmen can’t provide the 
information they want. Before your men go out 
on the floor, it’s your job to make sure they can 
deliver a solid, knowledgable air conditioning sales 
message. 


TRAIN YOUR SALESMEN 


The best way to do that is to start your selling 
effort with a sales training program: Here is an 
example: 
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1 Selling: Remove the Hazards 


Step One: Explain what air conditioning is and 
how it operates. Use slides, films, booklets, cut- 
away models, etc. Your distributor rep can supply 
most of this material. 


Step Two: Brief your men thoroughly on your full 
product line. They should be familiar with every 
model in every line on your floor. If a model has 
a special feature, make sure they know what that 
feature is. 


Step Three: Brief your men thoroughly on the 
benefits of air conditioning. And just as impor- 
tant, make sure they know what air conditioning 
won’t do. It will cool, dehumidify, circulate and 
freshen air. While it won’t cure hay fever, it will 
make hay fever sufferers more comfortable. False 
claims can bring the Better Business Bureau 
down on your neck—and they can cost you cus- 
tomers. 


Step Four: Practice. The customer for room air 
conditioning is a more sophisticated, wiser fellow 
than the customer for almost any other major ap- 
pliance. You can sell him—switch him if you want 
—but it takes skill and practice. Make certain 
every salesman has a canned sales pitch which 
covers the benefits and features of air.condition- 
ing. Make certain every salesman knows how to 
estimate the proper unit for a room. Try a few 
practice runs with you or another salesman acting 
as the customer. See if your salesmen can pick up 
a customer and sell the unit you want sold. 

This is “basic training.” It should be followed 
up frequently. Your off-season—between January 
and March—is a good time to begin your training. 
Keep your selling effort fresh with brush-up 
courses throughout the peak season; make sure 
your men don’t forget their lessons in the off- 
season. When new lines begin coming in, run an- 
other basic training program. 

The result will be a corps of well-trained sales- 
men who know how to sell air conditioning. 


So much for training. Now on to selling itself. 

For all practical purposes, air conditioner sell- 
ing divides itself into two major areas: 

... the technical story. 

... the benefit story. 


SELLING THE TECHNICAL STORY 


The technical story includes explaining product 
features, estimating customer requirements and 
determining home electrical capabilities: 

The technical side of selling means picking a 
customer off the floor and quickly determining 
which unit you can sell him. 

Have a live unit on display so the customer can 
watch and listen to it operate. Let him hear the 
noise level and feel the depth of the unit’s air 
penetration. 


Determine the size of unit required by the cus- 
tomer. You can’t even begin to sell until you know 
what to sell. Find out the size of room to be cooled, 
the number of windows and the amount of sun 
the room will receive. If the customer isn’t sure 
of his room size, see if he remembers the size of 
his rug. That will at least give you a clue to his 
requirements. 

Once you have this information, you can quickly 
estimate the size of unit the customer can use. 
There are manufacturer calculating devices to 
make this estimating job easier. 

If you don’t have a calculator handy, this basic 
table should help you estimate the correct Btu 
capacity. 


. .. for an average bedroom, 6,000 to 7,000. 
. . . for an average den, 7,000 to 8,500. 
. . . for an average living room, 8,000 to 9,000. 


. . « for an average living room-dining room “‘L,” 
9,000 to 11,000. 
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Make sure you sell the customer the unit he oe 
You do him no favor by selling him a unit ich 
is too large and you’ll probably lose him for future 
sales in the bargain. An over-sized unit—because 
it operates so little of the time—may do a cooling 
job, but it will also deprive the customer of the 
benefits of dehumidification, air circulation, etc. 

A leading cause of consumer complaints—both 
to manufacturers and the Better Business Bureau 
—is “it didn’t do what it was supposed to do.”’ And 
the reason, in most cases, it didn’t do what it was 
supposed to do is because the customer was sold a 
unit that was too large for his needs. 

One manufacturer is even fixing his calculating 
tables so dealers can’t sell a customer an over- 
sized unit. That’s how serious manufacturers are 
about the situation. 

Remember, it’s better to sell a unit which is 
too small than one which is too large. 


Home electrical capacity must be determined. Does 
the customer have a 230-volt line into his home? 
Does he at least have a 230-volt line to his meter? 
Is he in an area with 208-volt current? Will he 
need a 7.5 or a 12-amp unit? 


There are some rules to remember: 


If the customer has an electric range, then he 
has a 230-volt line. Most new construction in- 
cludes a 230-volt line. Urban areas (such as Man- 
hattan) are most likely to have 208-volt current. 
It rarely turns up in smaller towns or in the 
country. 


Standard house circuits are usually 15 amps. A 7.5 
amp air conditioner can go into any circuit—along 
with other electrical apparatus—while a 12-amp 
unit requires a separate circuit. Either way, it’s 
best to have an air conditioner on a separate line, 
since the increased surge at starting can blow the 
fuse on a multiple circuit. 

You should know in advance the cost of running 
a 230-volt line into a house. Bringing a 230-volt 
line from a meter isn’t much of a job. Bringing a 
230-volt line from a pole can be expensive. Let 
your customer know just what it will cost. 

With a little practice, you’H be able to do this 
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quickly. It must be done quickly because not until 
these questions have been asked—and answered— 
can you really begin selling. 

Most customers will then ask some technical 
questions and you must be ready to answer these. 
Few customers will expect a graduate-level discus- 
sion of the principles of air conditioning. They 
will simply want to know what makes a room unit 
tick. 

The explanation on page 4 and the glossary of 
terms on page 16 should help you here. 


Product feature questions won’t be much of a prob- 
lem if you have been thorough enough in your 
training. If you try to push a feature, be certain 
you can explain that feature so the customer un- 
derstands it. Make these explanations as simple 
as possible and if they can’t be made simple, then 
forget them. Customers are confused enough about 
air conditioning without your adding to their con- 
fusion. 

Most customers will ask at least one question. 
They will want to know the difference between 
ton, horsepower, Btu and the other rating sys- 
tems which air conditioning manufacturers have 
used. 

Btu, remember, becomes the NEMA standard 
system of rating this year. Next year all units 
made by NEMA members will have to carry a cer- 
tification tag showing the Btu rating. 

It will still take a few years for this to catch 
on and for the time being, it’s best to be ready 
with some sort of simple explanation. Therefore: 


BTU. This means British Thermal Unit and it’s 
the amount of heat required to raise the temper- 
ature of one pound of water 1 degree F. More 
simply, it’s the best method of rating what an air 
conditioner can do. 


Horsepower. This only refers to the horsepower 
rating of the motor which operates the compressor 
of the air conditioner. As capacity indication it’s 


completely obsolete. oa 
Ton. Roughly — very roughly — equal to 12,000 
Btu’s. It has no meaning at all in room units and 
should be avoided. 

This should put you through your technical 
story. 
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HOW TO SELL BENEFITS 


Next comes the other side of selling air con- 
ditioning—the benefit story. 

Air conditioning’s top benefit is cooling. 

A properly installed room air conditioner is 
capable of reducing the indoor temperature 20 
degrees below the outdoor temperature. 

In hot weather, this is the strongest selling 
message you have: 


“With air conditioning, you can be cool.” 


You can present this selling message in any 
number of ways, but always present it in terms 
the customer can readily grasp. For instance: 

... Sleep in cool comfort. Awaken more rested, 
more refreshed on even the hottest day. 

...cook and dine in cool comfort. Your wife will 
enjoy cooking and you'll enjoy your food no mat- 
ter how warm it is outside. 

...enjoy your home in cool comfort. You have 
a nice home with nice furnishings. You have a 
game room. You have television and stereo. Enjoy 
them throughout the year, despite the weather. 


...entertain in cool comfort in every season. 


Picture the customer coming home after a swel- 
tering, muggy day, to a cool house. Picture him 
stepping from 95 degree heat to 75 degree com- 
fort. Picture him enjoying his dinner, watching 
television, entertaining friends and going to sleep 
in a house which is cool and comfortable. 

Nearly two-thirds of all owners rated cooling 
as the number one benefit of air conditioning and 
virtually all non-owners said they wanted the cool- 
ing benefits which air conditioning could provide. 

Specifically, owners were asked what they en- 
joyed most about air conditioning. These were 
the answers they gave: 

... feeling of coolness, 40.7%. 

...can sleep much better, 22.3%. 

... family enjoys home life more, 6.7%. 

... children sleep, rest better, 3.4%. 

...can entertain indoors in summer, 2.2%. 

Obviously, these are the specific benefits of 
cooling you should be stressing in your selling 
message. If you can convince the customer air 
conditioning will make him cool—and that he 
needs and deserves to be cool — then you’ve come 
close to making your sale. 


Cooling isn’t the only comfort benefit which air con- 
ditioning can offer. Air conditioning also offers: 
1. Dehumidification. 
2. Fresh air. 
3. Circulated air. 


Dehumidification probably ranks as air condition- 
ing’s number two comfort benefit. 

Nearly 10% of all owners thought freedom 
from humidity was the outstanding feature of 
room air conditioning and 42.8% of non-owners 
wanted air conditioning because it would dehu- 
midify their homes. 

You should know what each unit is capable of 
(“This unit will remove three quarts of water 
from your air each day,” is an example) and you 
should put your knowledge to work. 

You can’t do as much with fresh and circulated 
air, though both benefits are important to the 
overall comfort story. To illustrate your message, 
make the customer think of a smoky, foul-smelling 
room such as they might find after a party. Tell 
them that a room air conditioner will replace that 
stale, smoky air with fresh air, winter andsummer. 


Health is your next major benefit theme — but be 
wary. 

Too many of the health claims which have been 
made for air conditioning just don’t hold up. Use 
these exaggerated claims too freely and you may 
run into trouble from the local Better Business 
Bureau and the local medical association. 


Health claims in these areas are valid: 

1. Air conditioning filters out germs. Most fil- 
ters now in use are capable of killing 99% of the 
germs which they trap. This doesn’t mean 99% 
of all germs in the air, simply 99% of the germs 
trapped by the filter. 

2. Air conditioning will alleviate some of the 
discomfort of allergies. It will not cure allergies, 
but it will make allergy sufferers feel more com- 
fortable. 

3. Air conditioning will reduce the strain which 
extremely hot weather places on the heart. 

4. Air conditioning will benefit a sinus condi- 
tion because it dehumidifies the air. 

In all, 28.4% of air conditioning owners said a 
health condition prompted their decision to buy; 
42.7% because of hay fever; 18.8% because of 
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asthma; 14.2% because of a heart condition and 
13.5% because of a sinus condition. 

In many cases, an air conditioner bought upon 
a doctor’s order can’ be tax deductible; This is an 
important selling point. 

This is also a good time to clear up misappre- 
hensions. 

..-45.2% of non-owners were afraid that air 
conditioning would cause colds. There is no proof 
whatsoever that a properly installed unit has any 
relation to colds. In fact, a properly installed unit 
should reduce the incidence of any resperatory 
infection. 

...10% of non-owners thought air conditioning 
would be bad for specific conditions such as aller- 
gies, sinus, etc. Yet, most medical authorities 
agree that air conditioning will benefit persons 
suffering from these ailments. 


Fringe benefits give you plenty on which to hang 
a good selling message. Don’t overlook these: 

1. It can protect furniture, tools, cameras, wea- 
pons, etc., by reducing both dust and humidity. 
That means less housecleaning—a double blessing 
especially in hot weather. 

2. It reduces outside noise. Windows can be 
kept shut on the warmest of days—and nights. 

3. It offers prestige to the owner. Air condi- 
tioning is still enough of a low-saturation that it 
becomes a mark of distinction among friends and 
neighbors. 

4. It provides near-silent cooling. Manufactur- 
ers have reduced noise levels sharply in recent 
years. 

5. It comes in smaller packages than ever. 

Wrapping all these benefits together—cooling, 
dehumidification, health, less housekeeping, less 
outside noise, prestige—should bring you close to 
the sale itself. In some cases—especially in sum- 
mer impulse purchases—the cooling benefit may be 
enough. In other cases all of these benefits will 
have to come into play. 


HOW TO CLOSE THE SALE 


The final step is to close the sale — and that 
means price. 

Your job—and it may be your hardest job—is to 
convince the customer that air conditioning is not 
too great an expense. You’ve sold him on technical 
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features and you’ve sold him on benefits. Now, 
you must convince him he can afford it. 


You can't hide the price. $200 is $200. But you can 
make it sound more palatable by: 

1. Using comparisons. The average car owner 
uses his auto less than 300 hours a year. Even’ in 
a cool summer, air conditioning will be in use 
about 720 hours (30 days x 24 hours) per year. 
So, “Keep your car another year and buy a room 
air conditioner.” 

You can stretch this comparison into almost 
any area of customer interest. You are competing 
for customer dollars with boats, hobbies, vaca- 
tions, etc. You have to show how much more for 
his money he can get with air conditioning. 

2. Offering low monthly payments. Sell air con- 
ditioning at “Just $11 a month.” For the off- 
season, try deferred payments or low-cost instal- 
lation. A low down payment works best with im- 
pulse sales, especially in hot weather. “Be cool 
tonight for just $10 down,” is a good pitch. 

3. Breaking down the price by day or hour. “It 
costs only so much per day (or hour) to air con- 
dition your home.” Figure an air conditioner as a 
10-year investment and figure it will be used at 
least 720 hours per year. That brings the cost of 
a $200 unit to just 2.7 per hour. 

4. Breaking down the price room by room. “It 
costs only so much per room to air condition your 
home.” 

In every instance, stress air conditioning as a 
long-term investment. Make your customers un- 
derstand that air conditioners are quality prod- 
ucts, built to last. 


Finally, consider trade-ins. The trade-in market in 
air conditioning is starting to grow—nearly 109% 
of all units sold in 1960 were as replacements— 
and it may be time for you to move into this area. 


The heat pump deserves special mention in any 
section on selling. 


Prime advantage of the heat pump is that it 
can both cool and heat. Like any air conditioner, 
it cools by removing heat from the air. In winter 
it can use outside air to heat a home. Some big, 
commercial heat pumps can zero degree air to heat 
any entire office building, store, school or factory. 


The residential heat pump — now offered by 
nearly all manufacturers—can’t do that. Its com- 
pression system limits the amount of heat it can 
provide. 

The best market for the heat pump today is 
still the South. Generally, a heat pump can do a 
good job of heating when the outside temperature 
does not fall below 40 degrees. Below that tem- 
perature, resistance heat must take over. 

This doesn’t mean that a Northern dealer can’t 
do a good job with heat pumps. Many have and 
more are coming in each day. Here’s how. 


in the North, sell the heat pump as a summer cooler 
and:a part-time winter heater. Remember, a big 
capacity heat pump will do an efficient job of heat- 
ing as long as the temperature remains above 40 
degrees. And even in the North, temperatures of 
40 degrees and above can be expected until late 
fall and again in early spring. A heat pump can do 
a good job of warming a room—or several rooms 
if its capacity is great enough—for most of the 
year. Only in the really cold months must it give 
way to resistance heating. 


The obvious customer for a heat pump: Anyone 
with electric heating. 

You can reach this customer with direct mail, 
telephone calls or personal visits. Sell him a heat 
pump just as you would sell him any other type 
of air conditioner — on the benefits — plus low 
operating costs at the special electric heat rate. 


Those are your basic tools — the feature, benefit, 
low cost stories. And with them, you can sell air 
conditioning. 

Your own sales spiel is up to you, but remem- 
ber these things: 

1. Qualify your customer financially. 

2. Qualify your customer technically. 

3. Switch him to the units that fit him—using 
the “tailor-made for you” approach. 

4. Demonstrate the unit, and while you have 
him looking, get across the combination of bene- 
fits you think he wants. 

5. Once you have him with you, go into what- 
ever price, installation or premium benefits you 
have to offer for a sale right now. 

6. Close the sale, your way, but remember— 
Air conditioning is low-cost comfort for anybody. 
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Don’t Forget Your Other Markets 


Selling a room air conditioner may please most 
dealers, but it won’t satisfy one factory product 
manager. 

“TI don’t believe in selling one air conditioner,” 
he says. “I believe in full house cooling. A dealer 
should be selling two, three or even four units 
every time he makes a sale.” 

This philosophy — and it’s widely endorsed 
throughout the industry even if it seems a little 
extreme—can spell extra profits for you. 

Multiple-unit sales is just one of the topics 
which fall under the broad heading of “other sales 
potentials.” Commercial sales come under the 
heading; builder sales do too. So does selling in a 
cool summer and selling in the off-season. 

The subjects under this heading have a common 
denominator: Each is being overlooked by most 
dealers today. All dealers must occasionally sell in 
a cool summer. But it’s an area in which most 
dealers still are not home. 

Not every category under this heading will be 
right for every dealer. You may be locked out 
completely on builder sales or you may lack the 
money or manpower to tackle the commercial 
market. 

Each area that you master will mean greater 
profits. 

And in room air conditioning, who could ask 
for anything more? 


TRY MULTIPLE SALES FIRST 


Every customer for one room air éonditioner is 
a potential customer for two or more room air con- 
ditioners. 

Three years ago, DuPont learned that nearly 
15% of all households equipped with room air 
conditioners had two or more units. The average 
owner household, to be exact, owned 1.2 room 
units. Today, multiple units may be in 20 to 25% 
of all owner households — perhaps even more. 
And it’s a market which is growing rapidly. 

Before you can hope for multiple-unit sales you 
must be ready to answer this key question: Why 
multiple units instead of central system cooling? 

Behind the question is the steady, sustained 
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growth of central systems, especially in new con- 
struction. This growth has continued even in poor 
room unit seasons. 

Most new home owners want central systems. If 
you’re a dealer that also sells central systems, fine. 
If not, you still have a big chunk of the market to 
work on. And you have plenty of arguments to use 
against central systems: 


1. Easier installation. 


2. The initial cost of room units is less. Purchases 
of second and third units can be staggered. 


3. Easier, cheaper repairs. Breakdowns won’t be 
house-wide. 


4. Individual controls. You can operate units in 
only the rooms you want to cool. 


5. Easier to replace room units. Replacement, too, 
can be staggered. 


HOW TO GET THE SECOND SALE 


The best prospect for a multiple or second-unit 
sale is the user. He’s familiar with air condition- 
ing and in 9 cases out of 10 has expressed complete 
satisfaction with the unit in his home. You won 
the hardest battle when you sold him his first 
unit; the next step is to use his satisfaction with 
air conditioning to sell him on full-house cooling. 

Reach your user by direct mail, telephone or a 
personal visit. Midway through peak season is a 
good time, especially if the weather is hot. Your 
best approach is, “Now that you’ve seen how well 
room air conditioning works, wouldn’t you like to 
completely cool your home with a second unit?” 

Try him again after the peak season ends. He’s 
a good customer for any units left over from the 
summer. Now that he’s had a full summer in which 
to enjoy air conditioning, he may well be ready to 
buy a second—perhaps even a third—unit, especial- 
ly if you can give him a special price. 

If you offer a winterization service, you have 
direct access to your users. A good offer here is 


free winterization with purchase of additional 
units. 

You can make some excellent offers to new 
customers, as well. If three units sell for a total of 
$600, you can profitably cut that to the multi-unit 


. buyer. Your charge to install a single unit can 


carry most of the burden for a second unit. 

Your best tool in multi-unit sales is a good 
calculator. If a customer wants to buy a single 
unit, be able to come up with a quick estimate of 
how many units it would take to cooi his entire 
home. Follow that with whatever special deals you 
are willing to make with multiple-unit buyers. 

Your best selling message is simply, “you can 
cool your whole house for not much more than 
you’d expect to pay for single room cooling.” 

Every feature and benefit of air conditioning 
works here—but more so. Your best theme is “En- 
joy your whole house all summer long.” If a user 
has a bedroom unit (most single units are in bed- 
rooms) then stress the “Enjoy your living room 
in summer,” theme. If the first unit is in the living 
room, then stress the “Sleep in cool comfort’ 
theme. 

Other possibilities for additional units include: 


Children’s rooms. There’s an area of guilt you can 
play with if the parent’s bedroom is air condi- 
tioned and the children’s bedroom is not. 


Game rooms. “Entertain throughout the year.” 


Dens, Studies, etc. “Work, read, study in cool com- 
fort.” 


The kitchen. Pitch this angle to the husband. 
Again, you have an area of guilt to play with if 
the kitchen is not air conditioned. 

The concept of full house cooling can bring un- 
expected profits — sometimes just by asking for 
the order. 


TAKE A WHIRL AT COMMERCIAL SALES 


Every store, office, hotel, motel, bank, restau- 
rant, workshop, factory in your area is a potential 
customer for room air conditioning. 

Most commercial operations are not air-condi- 
tioned. In 1957, DuPont found that nearly three- 
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quarters of all retail establishments had no air 
conditioning system; also not air conditioned 
were: 

—53% of offices 

—63% of hotels and motels 

—81% of institutions. 

This may surprise you, but nearly half the com- 
mercial operations that were air conditioned used 
room units exclusively. Room units accounted for 
27% of installations in eating and drinking places; 
41% of installations in food and drug stores; 43% 
of installations in offices; and 81% of installations 
in hotels and motels. 

That’s your market. Now, to sell it: 

Every customer can benefit from air condition- 
ing. In the commercial field, the benefits of air con- 
ditioning become more tangible; in retail stores, 
sales increase; in factories and offices, work effi- 
ciency goes up and absenteeism drops; in restau- 
rants, people eat more; in hotels and motels, room 
vacancies decline. 

Your first step is to prepare a working picture 
of your trade area. List all commercial establish- 
ments, offices, hotels, motels, theaters, etc. 

Next, eliminate those known to have air condi- 
tioning, unless they’re due for replacement. Your 
own sales records may provide the answer, or a 
student could be hired to canvass your territory. 
The end result is a list of every commercial ven- 
ture in your trade area which is not air conditioned. 

Begin compiling your list in late summer. Start 
pitching for commercial sales early in the fall, 
just as soon as your regular selling season ends. 


Best ways to contact these commercial customers 
are: 

1. By direct mail. 

2. By telephone. 

In either case, be as specific as possible. For ex- 
ample, “I can air condition your store for just 
$500, including installation.” 

Another good technique is to advertise on the 
financial pages of your daily newspaper, or in a 
financial newspaper if one is available. Try small 
ads in the business personals column of your 
paper. Again try to be specific. “An 18 x 40 store 
cooled for under $400.” 

What you’re really shooting for is a personal 
visit by one of your salesmen. Once inside the 
store, he can quickly estimate requirements and 
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wiring capacity and come up with an on-the-spot 
price. 


There are some special pitches you can use: 

1. Install air conditioning in the off season and 
take advantage of special prices. Since most com- 
mercial installations will be multi-unit, you can 
offer a further price break on both the units and 
the installation. Quantity buying should bring 
quantity prices, but don’t get yourself into a unit- 
by-unit price comparison with another dealer. 

2. Install in the off-season and be ready for 
summer. Do the job now so all the fuss and muss is 
over before warm weather comes. 

3. Buy before December 31 and take advantage 
of the tax break. Depreciation on any unit bought 
up to midnight December 31 can be deducted for 
the full year. 

The key argument you’ll have to counter—once 
you’ve sold the benefits and feature story—is the 
old one of central systems vs. multiple units. The 
same answers you give your regular customers 
will hold up here. 

Builder sales may be for you—and again they 
may not. It depends on the policies of your manu- 
facturers and distributors. Some encourage their 
dealers to try the builder market as builder- 
dealers, sub-contractors or simply suppliers—and 
some don’t. 

If you can get into builder sales, do so. 

Your best bet is to act as a supplier or sub-con- 
tractor to a small builder. Forget about the 1,000- 
home tract; ‘in most cases it’s out of your league. 
Do work with the man who builds five or 10 homes 
at a time. 


HOW TO BEAT A COOL SUMMER 


There is no proven method of selling in a cold 
summer. All you can do is alter your approach and 
hope for the best. 


1. Go back to your lead and user files. Use direct 
mail, though telephone calls and personal visits are 
even better. This is the time to sell that second 
unit to a happy user. 


2. If cooling won't sell, then switch your adver- 
tising and in-store selling to stress other features. 
Whether it’s warm or cool, air conditioning means 


less dirt and dust, fewer germs, relief from aller- 
gies, etc. Sell these as prime benefits of air condi- 
tioning, with cooling as a side benefit. 


3. Offer free or inexpensive installation and price 
specials, especially on multiple unit sales. 

Keep your floor and window displays intact, 
keep your men thinking about air conditioning. 
Even the coolest of summers has at least one hot 
spell. Even if it comes in August or September, be 
ready to take advantage of it. 


Don't quit selling just because your peak season is 
past. 

Off-season—from September to March—is a 
period for: 

1. Closing out left-over merchandise. 

2. Hitting your commercial and builder market. 

3. Selling your qualified leads and users with 
specials on price and installation, especially for 
multiple purchases. 

4. Building your lead files. 

5. Training your people, especially after new 
lines begin to appear. 

6. Preparing your own program for the coming 
year. 

Don’t dismantle your in-store display. Keep at 
least three or four units up at all times. 


Accessories can make money for you. 

Accessories, in this case, can be defined as 
everything from instant mounts to super-duper 
filters to remote control devices. They add extra 
dollars onto your sale. 

Instant mounts probably don’t belong in the 
accessory class. They’re becoming more and more 
a part of the unit itself, at least as far as selling 
goes. Every customer who plans a window installa- 
tion is a prospect for an instant mount. Advan- 
tages are immediate, free installation. Instant 
mounts are a natural in hot weather when your 
theme is, “Buy at 9, be cool by 10.” Do put the 
stress on immediate installation in peak season; 
free, do-it-yourself installation at other times. 

For other accessories, here’s a rule to follow: 
Don’t risk a sale to sell an accessory. Show the 
customer a unit with remote and if he doesn’t bite, 
then steer him to something else. The same holds 
true with special filters, etc. They will add to your 
margin, but not enough to risk losing a sale. 
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The Language 


Air conditioning has developed a 
language of its own. To do a really 
effective selling job, you should be 
familiar with this language. 

Here are the 29 terms you’re most 
apt to use in understanding spec 
sheets and in dealing with customers: 


Air conditioner: A true air conditioner 
must do four things: cool the air, dry 
the air, filter the air, circulate the air. 
If it does not do these four things it is 
not an air conditioner. 


Blower fan. A fan within an air condi- 
tioner which directs cool air back into 
a room. 


British Thermal Unit. Better known as 
Btu, it is a measure of the quantity of 
heat in a substance. One Btu is the 
amount of heat required to raise the 
temperature of one pound of water 
one degree. It is the most accurate— 
and has now become the standard — 
rating of an air conditioner’s cooling 
capacity. 


Cemfort zone. The range of effective 
temperature over which the majority 
of adu!ts feel comfortable. For most 
adults, this means an air temperature 
of 20 to 30 degrees below the body 
temperature of 98.6 degrees. 


Capillary. A small diameter tube which 
regulates the flow of liquid Freon 
from the condenser to the evapora- 
tor or cooling coils. 


Compressor. A pump which draws 
Freon from the evaporator, com- 
presses it, thus raising its tempera- 
ture, and sends it into the condenser. 


Compressor rating. A misleading, inac- 
curate method of rating the cooling 
capacity of an air, conditioner. It is 
misleading because the Btu rating of 
an air conditioner is determined by 
the evaporator, condenser and the 
quantity .of moving—not by the com- 
pressor alone. The rating is rarely, if 
ever, used today. 


Condenser. The system of coils and 
fins used to transfer room heat out- 
doors. The hot Freon gas passes 
through the condenser coils and ioses 
its heat to the comparatively cooler 
outdoor air. Once the heat is removed, 
the Freon condenses back to a liquid. 


Conduction. The transfer of heat 
through a substance as the handle of 
a frying pan or the glass, roof, walls 
of a building. Insulation retards con, 
ducted heat, the reason why air condi- 
tioning works best in a well-insulated 
home. 


Convection. The transfer of heat by 
either natural or forced motion, as is 
found in a furnace or air conditioner. 


Cooling coils. Coils in the evaporator. 
Cold Freon passes through these coils, 
removing heat from—and thus cooling 
—room air. 


Dry bulb. The temperature of the air 
as read on an ordinary thermometer. 


Evaporator. The system of cooling coils 
through which cold Freon passes, re- 
moving the heat from room air. 


Flywheel effect. During the cooler 
hours of night and early morning, an 
operating air conditioner has the abil- 
ity to cool furnishings, walls and ceil- 
ings. This is really reserve cooling 
capacity which can help the unit 
through its peak load periods. Units 
can do a larger area, therefore, if they 
are allowed to run continuously. 


Freon. The refrigerant used in air con- 
ditioning. It is a chemical which boils 
at 20 to 40 degrees below zero. 


Horsepower. The nominal horsepower 
rating of the motor which operates 
the compressor. It is often used to 
rate the capacity of an air condi- 
tioner, though it actually has no re- 
lationship to the unit’s capacity. It 
simply describes the compressor mo- 
tor and should be avoided in describ- 
ing a unit’s capacity. For instance, a 


one horsepower unit can vary from 
5,000 to 12,000 Btu because of differ- 
ences in the motor. 


Radiation. The transfer of heat 
through space without any interven- 
ing medium. Radiant heat comes 
through roofs, windows and walls and 
can be reduced by reflective surfaces. 
Radiation, conduction and convection 
are the three means by which heat en- 
ters your home. 


Relative humidity. A system of deter- 
mining the amount of actual water 
vapor in the air. 


Slinger ring. A ring within an air 
conditioner which disposes of mois- 
ture by hurling it over the entire sur- 
face of the condenser where it is 
vaporized. 


Temperature differential. The degree to 
which an air conditioner can reduce 
the room temperature below the pre- 
vailing temperature. The industry 
standard is a 20 degree differential. 


Temperature-humidity index. Originally 
known as the discomfort index, it is a 
ratio between temperature and hu- 
midity which determines the degree 
of personal comfort—or discomfort— 
on a given day. 


Ton. Another rating of an air condi- 
tioner’s cooling capacity which is no 
longer in wide use. One ton was orig- 
inally equal to 12,000 Btu, but this 
relationship does not hold up in room 
air conditioning and should not be 
used. 


24-hour rating. Still another meaning- 
less rating of air conditioning capac- 
ity. A 24-hour rating is 130% of the 
standard Btu rating. 


Wet bulb. The lowest temperature 
which a water-wetted thermometer 
will read in a given air stream. The 
wet bulb is a measure of the moisture 
suspension and when related to dry 
bulb dictates the relative humidity of 
the air. 
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Only a few weeks left to make 


sure you're on hand — big, bold 















and brassy — in the debut 1 
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will receive and read the Data 


MERCHAN DUS 


Ks erage buy of the year. Nearly 
K 


Book, and use it for months to 
come! Great reader interest... 
targeted placement of advertisements . . . low 
ad and insert rates...long issue life. That’s it! 
No wonder the first annual Home Goods Data 
Book is an instant hit. Reservations close May 5; 
ad plates due May 15, inserts June 1. Be there! 
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It features a live-flame, thermostatically con- 
trolled rotisserie. MicroRay oven door swings 


HARDWICK Introduces Built-In Gas Ranges 


Hardwick announces 3 different surface units 
and 2 different oven units designed for homes in 
every price category and for homes where kitch- 
ens have become today’s living rooms. 

Ovens are offered in 6 decorator colors: yellow, 
pink, turquoise, coppertone, brushed chrome or 
white. 


Each of the 2 ovens is outlined with satin 
chrome moulding with a jeweltone control panel 
at top; dial is mounted at left, clock at right. 

One oven features Hardwick’s balanced-heat 
EquaFlo burner, the second oven for 2-oven in- 
stallations is a MicroRay unit that broils, browns, 
roasts and barbecues. 


from left to right; other oven door opens in con- 
ventional fashion. 

Countertop units include a drop-in unit with con- 
trol dials on cooking surface to right of 4 burn- 
ers. One divided surface unit features 2 burners 
on top with the control dials located on counter 
front. 








Hardwick Stove Co., Cleveland, Tenn. 


MAYTAG Budget-Priced Automatic Washer 


Custom Highlander, No. 125, the 
new Maytag budget-priced automatic 
washer, offers the increased efficiency 
of a metered-fill unit at a budget 
price, and fits in the middle of the 
Highland series of No. 124 with time- 
fill, and No. 126, a 2-speed unit with 
metered-fill feature. 

Metered fill is particularly impor- 
tant in areas where water pressure 
is a problem, especially in rural sec- 
tions. Washing action cannot begin 
until proper water level has been 
reached, regardless of varying wa- 
ter pressure. 

The automatic water level control 
can be adjusted for “full,” “medium” 





or “low” to match any wash load 
size, and the same water level is au- 
tomatically provided for the rinse. 
No. 125 features complete temper- 
ature control for wash and rinse 
phases; hot, warm or cold settings. 
Wash-time control offers a span of 
1 to 14 min. including a 5-min. del- 
icate fabric range. The rinse phase 
consists of a 30-sec. spray and a 2- 
min. deep-power rinse. The auto- 
matic cycle length is 11 min. in ad- 
dition to the selective wash and tub- 
fill time. A perforated lint-removal 
inner tub is included. Simultaneous 
draining is conducted to remove lint, 
light soil, any remaining detergent. 
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No. 125 also includes Maytag’s 
helical-drive design that powers all 
operations. Because it eliminates 
about 144 moving parts it is said to 
offer maximum economy and reli- 
ability. 

Other features include a corro- 
sion-proof, zinc-coated steel cabinet; 
a porcelain coating on top cover, lid, 
wash basket and outer tub; a posi- 
tive tub brake stops the spinning 
action within 6 secs. when lid is 
raised during operation. An unbal- 
ance switch immediately stops the 
washing action in the event the load 
should become improperly distributed 
during operation. 

Price, $294.95. The Maytag Co., New- 
ton, Iowa 











briefs 





Chromalox announces the addition of 
a sensitive humidity control to its 
Chromalox temperature control line. 
The HC-842 unit may be used to op- 
erate an exhaust fan which dis- 
charges moist air and draws in out- 
side air to replace it. Rated at 125VA 
for 115-230v ac and 45VA for 115v 
de. Edwin L. Wiegand Co., 7500 
Thomas Blvd., Pittsburgh 8. 


George Koch announces newly styled 
rollabout TV tables finished in brass, 
to accommodate all styles and sizes 
TV sets. Swivel casters roll over 
thresholds and all surfaces. Tubular 
steel frame has diamond-pierced 
metal top and grille shelf for serv- 
ing tray, magazines, or newspapers. 
Price: $24. George Koch Sons, Inc., 
Evansville 4, Ind. 





Eager Beaver Impulse Starter for a 
power lawn mower is announced by 
Beaver as a replacement unit and 
as original equipment. Ratchet and 
regular wound, with 1 size starter 
cup, the Eager Beaver is universal- 
ly adaptable to most makes of gaso- 
line engines up to 5% hp. Operates 
on spring load principle. Few turns 
of handle load starting spring. Fold- 
ing handle over and depressing auto- 
matically starts engine. 

Price, approx. $10. Beaver Products, 
Inc., Beaver Dam, Wis. 


Rust-Buster, a penetrant that loosens 
rusty, corroded parts in seconds, is 
now available from P-G Products. 
Featuring a 14-in. telescopic spout 
applicator, it makes hard to reach 
rusty bolts, screws, shafts, piping 
and all frozen connections easily ac- 
eessible. Made of transparent plastic. 
P-G Products Mfg. Co., Inc., 230 E. 
162 St., N.Y. 51, N.Y. 


“‘Distill-O-Water” in a 1-pt. plastic 
squeeze bottle contains harmless 
chemicals that remove minerals and 
other scale-making impurities from 
tap water for use in steam irons, 
bottle warmers, vaporizers, and 
other appliances where distilled, 
scale-free water is recommended. 
Price, $1.49. Distill-O-Co., 2107 S. 
Edgefield, Dallas, Tex. 
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YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE 





DELIVERS 
THE 
COMFORT 


NLY THE NEW RCA 
ROOM AIR CONDITIONERS 














Staggered coi! system 


The cooling coils are lo- 
cated at the intake. This 
allows greater coil area 
and assures more efficient 
and freer passage of “‘pull- 
through” air through the 
coil and does not obstruct 
full-width air discharge. 
Thus, they provide 
greater all-over air con- 
ditioning comfort and 
humidity reducing effi- 
ciency. Filters are per- 
manent, washable type. 


give you the sales advantages 
of “‘pull-through”’ design 
plus full-width air discharge. 


RCA WHIRLPOOL air conditioner models are 
made for most every cooling need to de- 
liver the comfort you sell. They range from 
6,800 BTU rating on up to 22,000 BTU. 
There are through-the-wall models, reverse- 
cycle models, casement models, conven- 
tional models plus the revolutionary 
remote-control models. With two-way air 
direction control they spread cool air in 
two directions at the same time. They are 
whisper-quiet in operation, thermostati- 
cally controlled and excellent for removing 
stale air. Beautifully styled, they deliver 
maximum BTU output per watt input. Get 
the full story from your distributor. 


Join up! .. . it’s easier to sell 
RCA WHIRLPOOL than sell against it! 


SFratuect 


CORPORATION 


ST. JOSEPH, MICHIGAN 





YOU 


C-100C-50 


HIRLPOOL 











ADI-10C 


Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers e Dryers e Washer-Dryers e Refrigerators e Freezers 
Ice Cube Makers e Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers « Vacuum Cleaners. 


Use of trademarks Q and RCA authorized by trademark owner Radio Corporotion of Americo 


















new products 


CONTINUED 





ROPER Gas Ranges 


George D. Roper features bright 
chrome cooking tops and _ no-stick 
aluminum griddles with satin covers 
on 8 of its top-line free-standing gas 
ranges. 

Units offer a Flame-Set Tem-Trol 
automatic top burner, and 3 Circle- 
Simmer top burners; Flame-Set low- 
temperature oven control; Fashion- 
Line burner controls; Silent-Roll 
smokeless broiler; Insta-Set Control 
panel; fluorescent light; appliance 
outlets; fully automatic lighting; 
Rocket-Speed oven burner; chrome 
safety-top oven racks; oven Observa- 
Lites; X-ray oven window; silicone 
door seals; extra-thick oven and 
broiler insulation; removable oven 


bottoms; lifetime porcelain enamel 
finish. 

Roper’s 40-in. model features range- 
top Rotis-O-Grill for grilling, ver- 
tical broiling, and Thermo-Spit ro- 
tissing. Also provides Insta-Matic 
oven guardian, for pre-set on-and-off 
cooking; separate l-hr. timer; 2 
broilers, with Serv-Hot ensemble; 
and Roast-Minder oven control. 
30-in. and 36-in. models provide 
range-top griddle; removable oven 
door; broiler with Chromo-Grill and 
porcelain enamel pan; and electric 
clock with 4-hr. timer. 36-in. range 
has a king-size 20-in. oven, full- 
length storage compartment with 
shelf and magnetic door. 30-in. model 
features a giant-size 25-in. oven. 
Roper also offers chrome cooking top 
and griddle with satin chrome cover 
on Style-Line “30” series. Geo. D. 
Roper Sales Corp., Kankakee, Ill. 














A SEMI-AUTOMATIC WASHER 


with MODERN STYLING, added WASHING CONVENIENCE 


In looks, features, performance and price, this 
modern new Semi-Automatic Washer is packed 





with customer appeal. 





e Smart new all-square cabinet 








e Deeper, giant bowl-shaped tub 
e Handy console front controls 

e Efficient lint filter 

e Electric shut-off timer 

e Heat retaining thermal cabinet 
e Hi-Vane agitator 


Plus other extras that make for faster, cleaner, 
safer washing. 








THE MARQUETTE corporation 


307 EAST HENNEPIN AVENUE, MINNEAPOLIS 14, MINN. 
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\ SWITCH TO 


| MARQUETTE- 
“PROTECTED-PROFITS” SELLING 


*Trademark registered Marshail-Wells Co. licensor 






































vam 4 
BUILT-IN QUALITY 


The entire top and cover are molded of Implex, 
the new tough, high impact Acrylic. It is com- 
pletely rust and detergent proof—unaffected 
by heat or cold—scratch and chip proof. 


The inner chassis is completely independent 


of the outside square casing. No noise or vibra- 


tion is transmitted to the outer casing. This 
ENA FS 3+ construction is stronger, quieter, and will last 


for a lifetime of service. 





Ct 


Cuest FREEZERS )=—- UP eHTT FREEZERS 





auToMmanC 
WASHERS WASHERS AN OFVERD 


Write or wire for full details—Marquette-Zenith Franchise Division « 307 East Hennepin, Minneapolis 14, Minnesota FEderal 9-9121 
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LIBERTY Marine Stove 


Marine stove No. 516-M has chrome 
top, elements and guard (sea) rails 
with white enamel jacket. Right unit 
has 3 heats, 1,000w; left has heat 
650w. Has heavy toggle switches for 
ac or dc; 2 hold-down brackets. 
Weighs 15 lbs.; is 19 in. long, 10 in. 
wide and 7% in. high. 

Price: $24.95. Frank S. Howard Co., 
Marine Div., 1724 Broad Ripple Ave., 
Indianapolis 20, Ind. 








WELBILT 1961 Gas Ranges 


Welbilt announces a deluxe Tiara 
series of free-standing gas ranges 
for 1961. Completely redesigned, new 
styling innovations in background, 
valve handles and door handles. 2 
Gold Star models are now available 
in 36-in. range and 1 in 30-in. Op- 
tional features include: burner-with- 
a-brain, rotisseries, glass oven win- 
dows, sizzle-griddle, simmer burners, 
chrome top and space heater. Stand-| 
ard on all Tiara series models are: 
new individual chrome aeration pans, 
non-clog removable aluminum burner 
caps, new cast iron grates, wide 
oven, low temperature thermostat 
oven control. Hostell series comes in 
36-in., 30-in. and 20-in. models. 
Prices: $339.95 No. 1087, $184.95 for 
1652W. Welbilt Corp., Welbilt Sq., 
Maspeth 78, N. Y. 








TOASTSWELL ‘‘Steamswell”’ 


“Steamswell,” food freshener, is 
designed for automatic food reheat- 
ing. Super-heated steam is gener- 
ated by calrod units in cast alumi- 
num lid which is automatically con- 
trolled, brings food to serving temper- 
atures in seconds. Steam ports are 
at top; removable aluminum bottom 
pan holds drippings; weighs 40 lbs. 
Price: $249. Toastswell Co., 640 Tower 
Grove Ave., St. Louis 10, Mo. 




































TEMCO Gas Wall Furnace 


Temco’s new gas wall furnace pro- 
vides controlled heat radiation with 
a specially designed radiation shield. 
The modern, rounded, perforated 
cabinet provides radiation to the 
sides as well as front and heat is 
radiated over a 120-deg. area. An- 
other feature is the temperature con- 
trol, developed by Minneapolis 
Honeywell which incorporates the 
cabinet as the thermostat sensing 
element, insuring close temperature 
control. A fan attachment provides 
counterflow action, sending warm air 
directly toward the floor. The fan is 
mounted in a matching cabinet and 
mounts on top of furnace. 

Units are available in 2 sizes: 
WV35-1, 35,000 Btu single wall; and 
WV-1, 60,000 Btu dual wall. Temco, 
Inc., Nashville 9, Tenn. 





SUN-TRON Heater 


Sun-Tron’s “Compact” wall sur- 
face mounted electric heater is new- 
est in their line of “Design Distinc- 
tion” heating equipment. 

Heater mounts directly on wall surface, 
so no plaster need be broken. Depth 
is only 234 in., width 15 in. and 
height 16 in. Heating elements are 
encased in steel sheaths for complete 
safety. A grille front is held by a 
satin anodized aluminum frame. 
Heater has no moving parts to cause 
service problems and makes no noise. 

500 and 750w models are availa- 

ble in 120v and 240v. All are avail- 
able with or without built-in ther- 
mostat. 
Price varies from $36 for 500w model 
to $40 for 750w model with built-in 
thermostat. Sun-Tron Corp., 7435 W. 
Wilson Ave., Chicago 31. 





DUO-THERM 
1961 Heaters 


Duo-Therm’s 1961 line includes 
home oil heaters from 41,500 to 75,- 
000 Btu capacities and a 60,000 Btu 
wall furnace. 

Featured in heaters is the Power Air 
blower, which moves air through an 
average room in just over 3 min. Op- 
tional accessories include Power Jet 
burner, electric or mechanical ther- 
mostats. 

Duo-Therm Contempo, 34x33x291% in. 
with tank. Available in Coronado 
beige with a brown fleck with light 
brown granada tan or 2 varying 
shades of chocolate brown. 
Duo-Therm Commander, 4214x2074x 
2734 in. with tank, delivers 41,500 
Btu’s. Available in beige and tan. 
Duo-Therm Imperial, 25x291% in., de- 
signed to fit into small spaces, has 
a capacity of 50,000 Btu. Same color 
combos as Contempo. 

Duo-Therm Royal, largest of line, has 
75,000 Btu capacity, enough for a 
6-room house, large cottage or store. 
Comes in brown. 

Duo-Therm 335, all furnace, 60,000 
Btu, has factory prewired controls; 
beige finish. Motor Wheel Corp, La- 
Grange, Ind. 








SCHRAMYER lonalator 


Schramyer announces an “ion con- 
ditioner” suitable for home or office. 
lonalator is about the size of a table 
model radio. Unit filters, negatively 
ionizes, and circulates air at 250 
cfm, which is enough to “ion condi- 
tion” an average size room in 10 
min. Operate on 115v ac; weighs 6 
Ibs.; 141% in. long, 8% in. high, 614 
in. deep. 

Price: $49.95. Schramyer Co., St. 
Charles, Ill. 
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we favor the Madden Quality Stabilization Bill, H.R. 116 


A statement by Herbert Ellison Smith 
of the Photo Retailers’ Service Bureau, Publisher of ““Photo-Fan 


NDER the American system of competitive free 

U enterprise, true prices of manufactured goods 

are inexorably determined by cost of labor, raw materials and overhead. 

Conceivably a Congressional edict could reduce —fix and freeze —these 

three prime costs. BUT, that would entail socialistic price-and-wage 

controls at all levels of our economy. Such regimentation might please 

those to whom individual freedom and private property are anathema, 
but it would most certainly destroy the American way of life. 


The Quality Stabilization Bill, H. R. 
116, introduced by Congressman Ray 
Madden, gives the manufacturer the right 
to stabilize his resale prices, guaranteeing 
maintenance of the integrity of his trade- 
mark. If that right is denied, the vacuum is 
attacked by an irresponsible minority of 
retailers whose ignorance and/or greed 
manifests itself in savage price-cutting, 
causing retaliatory price wars based on 
spurious mark-ups and phony list prices. 

This makes “‘Main Street, U.S.A.” a 
veritable product-and-price jungle. The 
end result of these fang-and-claw tactics 
is already showing up in the alarming 
increase of bankruptcies in the D. & B. 
reports. 

The Senate’s Small Business Commit- 
tee recently reported that 1960 small busi- 
ness failures climbed to a 27-year high. 
A total of 15,445 firms closed their doors 
last year—one of our most prosperous. 
These statistics tell only part of the story. 
The House Small Business Committee in 
its December report, “STATUS OF 
SMALL BUSINESS IN RETAIL 
TRADE,” made this frightening state- 
ment: 

‘‘Most small retailers discontinue busi- 
ness without going through bankruptcy. 
This explains why, of the 139,000 discon- 
tinuing business in 1959, only 6,873 showed 
up in the business failure statistics.”” (If 
the same ratio held for 1960, it would mean 
that approximately 300,000 retailers dis- 
continued business in ‘prosperous’ 1960, 
yet only 15,445 showed up in the business 
failure statistics.) 

For example, a close look at the photo- 
graphic industry reveals that “price bait” 

















by the predatory minority cheats the con- 
sumer and robs the legitimate photo 
retailer who must give service on the 
hobby-leisure-luxury goods he sells. And 
the final result can be only disastrous to 
the ethical manufacturer who produces 
goods for the mass market, because he 
must cheapen his product to compete. 


In plain words, the manufacturer must 
engineer cuts in quality in order to sell 
down to a price. This isn’t a theory, it’s 
a brutal economic fact. Few realize that 
a 10% reduction in manufacturing cost 
can mean a 50% reduction in quality. 


This condition gyps the public, de- 
stroys the integrity of established trade- 
marks and reduces business to the status 
of chaotic oriental haggling. It is rapidly 
destroying the competitive free enter- 
prise system which made America the 
world’s No. 1 producer of goods and 
services and has given our people the 
highest standard of living the world has 
ever known. 














The integrity of trademarks long pro- 
tected the American people by insuring 
that they were getting merchandise of a 


known quality and full value for their 
money. 

Now in this blasé, hard-boiled world 
few people have the courage to act on 
morality or principle, or to equate their 
deeds with spiritual truth. Our competi- 
tive free enterprise system evolved from 
the Judeo-Christian concept of Private 
Property. This property includes trade- 
mark ownership. 














Otherwise there is no incentive for busi- 
ness to produce a good product or to 
deliver a conscientious service to its cus- 
tomers. Without the profit incentive there 
is no reason for anyone to strive for excel- 
lence or maintain his ‘“‘good name”’ trade- 
mark. 

Destroy private property, including 
trademark integrity, and our way of life 
would be swallowed up by the superstate 
envisaged in the Communist Manifesto 
of 1848. Then “Big Brother” would scrap 
the law of supply and demand; “‘control” 
the type and place of work, the type, 
quantity and quality of products per- 
missible in the ““consumer segment;”’ and 
total business would be a State monop- 
oly similar to that of Russia. 


A good start in revitalizing our com- 
petitive free enterprise system is the 
prompt enactment of legislation estab- 
lishing the manufacturer’s right to stabil- 
ize his products’ prices, and protecting 
his trademarks in the channels of dis- 
tribution. That is why we favor the 
Madden Quality Stabilization Bill, 
H. R. 116. 


HOW TO LET YOUR CONGRESSMAN KNOW 


-------- Tear out this ad, fill out coupon and mail it today to——————— 


1001 Grant Street, Gary 40, Indiana 


ways. My Congressman’s name is 


Quality Brands Associates of America, Inc. 


Please tell my Congressman that I very seriously favor the Madden Quality 
Stabilization Bill H. R. 116. I believe it will help the economy of our district in many 





MY NAME IS. 





MY FIRM IS. 
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Model 2814X—THE NANTUCKET 
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service-saving BSR.. 
.. engineered for most quality without complexity! 


demonstrable BSR... 
fidelity reproduction... 
automatically or manually! 


s Light, skip-free tracking as low as 2% grams.. 
to all cartridge compliance requirements = Hum-free, rumble-free... 
with extra-powered, shielded motor .., 
balance = Stops flutter and wow with heavy, concentrically weighted 
turntable « Completely tropicalized.. 


. Jjamproof... 





BSR 


built into Curtis Mathes for ’61 


“most popular” BSR... 
selling high fidelity lines around the world! 


dependable BSR... 
record changing cycles! 


now in America’s favorite hi-fi, and in the best- 


lab-tested through over 550,000 consecutive perfect 


beautifully simple... trouble-free 


plays all record sizes intermixed, with true high 
plays 4 speeds, stereophonic and monophonic, 


. tone arm adjusts 
full rubber suspension, precision- 


. humidity-proof = Detailed 


specifications, service charts and parts lists on request. 


Bale. Sound Repreduelien 


CRAFTED IN GREAT BRITAIN BY BIRMINGHAM SOUND REPRODUCERS, LTO 
Distributed in U. S. by BSR (USA) LIMITED, College Point 56, L. I., N. Y. 


in Canada: Musimart Ltd., 901 Bleury Street, Montreal 
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CASWELL SPEARE puBLisHER 


DALE R. BAUER ADVERTISING SALES 
MANAGER 


Philip G. Weatherby, General Manager, 
Home Goods Data Book; Robert J. 
Tucker, Director of Creative Marketing; 
Henry J. Carey, Director of Market Re- 
search; Peter Hughes, Production 
Manager; Marie Restaino, Production 
Assistant. 


DISTRICT MANAGERS: 

NEW YORK: Warren S. Ackerman, 
Rudy Bauser, Sanford Wiedenmayer 
(HGDB), 500 Fifth Avenue, N.Y. 36, 
N.Y., OX. 5-5959. 


ATLANTA: Raymond K. Burnet, 1375 
Peachtree St., N.E., Atlanta 9, Ga., 
(Atlanta) 875-0523. 


CHICAGO: Robert J. Scannell, Edward 
J. Brennan, Bruce Tepaske (HGDB), 
520 N. Michigan Ave., Chicago 11, Ill., 
MO. 4-5800. 


DALLAS: John Grant, 901 Vaughn 
Bidg., Dallas 1, Tex., Rl. 7-5117. 


HOUSTON: Joe Page, W-724 Pru- 
dential Bldg., Houston 25, Tex., JA. 
6-1281. 


LOS ANGELES: Noel Humphrey, 1125 
West Sixth, Los Angeles 17, Cal., HU. 
2-5450. 


SAN FRANCISCO: Thomas H. Car- 
mody, 68 Post St., San Francisco 4, 
Cal., DO. 2-4600. 


PORTLAND: Scott Hubbard, Pacific 
Bidg., Yamhill St., Portland 4, Ore., 
CA. 3-5118. 
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VERTICO 


STYLING 


The greatest name in 
PORTABLE AIR COOLERS 


METALAIRE dersgburs' D 
McGraw-Edison Company 
P.O. Box 1712 
Phoenix, Arizona 
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single-heater 


mixer 


that’s worth more 
and Sells 


LIKE THIS. Show your prospect the 
KitchenAid single-beater principle. Demon- 
strate ‘how the beater is set off-center—and 
travels clockwise around the bowl, while it ro- 
tates counterclockwise. It’s called KitchenAid 
planetary action—and the bowl never moves. 
Result: the most thorough mixing possible, 
all the way to the bowl edge. Tell her how 
this exclusive mixing action costs more to 
build—well worth the extra money if she 
wants the very finest. 

And point out that this is not just a mixer, 
but a complete food preparer, with over a 
dozen practical attachments available. She 
can chop meat... 
even clean her silver 
(with no power adapt- 
er needed). Take an 
extra minute and get 
} your full profit— 
’ with KitchenAid. 
KitchenAid Electric 
Housewares Div., 
The Hobart Manu- 
facturing Co., Dept. 
KEM, Troy, Ohio. 





KitchenAid. 


the dealer's profit appliances 
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PEOPLE 


IN THE 
NEWS 


of Quickfrez 


Quickfrez, Inc.—Burnett S. Tremlett 
was named president to succeed Dale 
D. Ashton. Tremlett joined Quick- 
frez in April, 1959, as general man- 
ager. In August of that year he was 
elevated to executive vice president 
and elected to the board of directors 
in December. 





Moto-Mower, Inc.—Martin O’Brien 
was appointed service sales super- 
visor. O’Brien reports to William H. 
Nolan, vice president-marketing. 


Carrier Corp.—Four new appoint- 
ments in the distributor sales staff 
of Carrier Air Conditioning Co. have 
been announced by Frank Purcell, 
manager of the packaged equipment 
sales department. 

Donald E. Perry was named sales 
manager of large packaged equip- 
ment. He was manager of unitary 
application engineering. 

Raymond V. Roberts was ap- 
pointed sales manager of residential 
heating equipment. He had been a 
special sales representative in Syra- 
cuse. 

Joseph S. Dougherty was chosen 
sales manager for room air condi- 
tioners. He had been based in the 








Philadelphia room air conditioner 
sales office. 

Ronald R. Hanzl was appointed as- 
sistant to Pureell. He was a special 
sales representative in Syracuse. 


Generali Electric—R. F. Quinn was 
named manager of a new agency and 
distributor sales development oper- 
ation with headquarters in Schenec- 
tady. Quinn, formerly manager- 
intermediate distribution sales, re- 
ports to S. W. Corbin, manager- 
industrial sales operation. 

Quinn’s new staff includes J. F. 
Smith, named utility sales and dis- 
tribution planning manager; R. C. 
Hanna, named distributor products 
sales development manager; Herbert 
Eaton, named motor and control 
sales development manager; and J. 
F. Hurley, sales promotion and train- 
ing manager. 





reasons why 
you should sell 
Welilt Air Conditioners 


@ MORE COOLING POWER FOR THE DOLLAR IS THE CONVINCING SELLING POINT IN 1961 - 











Welbilt has it! More B.T.U.’s for less cost. You can sell the Mighty Mite, (a 1-HP, 7.5 Amp., 
7007 B.T.U. unit), for up to $30 less than other makes, and come out with a higher profit margin. 


@ WELBILT FEATURES MAKE SENSE — Give your customers all the new 1961 features that add 
to their comfort, but not to their bill. For example, Welbilt’s tested Quiet-Guard fan system 


reduces operating sound to a most comfortable level, with a restfully quiet low speed for night 


cooling. Welbilt’s precision thermostat, permanent washable filter, simplified control panel and 


adjustable air deflectors assure comfort at all times. Installation is simplified, with a choice of 


“do-it-yourself installation” models, including the Power Master with Welbilt’s own exclusive 
Expand-O-Mount and the Mighty Mite 7007 for casement or double-hung windows. Welbilt is built 


to last and to resist the corrosive effects of rust and weather. All cabinets are made of galvanized 


(zine-clad) steel, with cadmium-plated base pan. 


e@ A MODEL FOR EVERY NEED —Welbilt offers you a complete choice of 1961 room units from 


7007 B.T.U. to 20,000 B.T.U. at the low down to earth prices your customers insist on. 


MIGHTY MITE 7007 
Original air conditioner to fit case- 
ment and double-hung windows. 
The only 1-H.P. 7.5 amp., 115 volt, 
model of its kind. 7007 B.T.U. 








WALL SLIM 

Slim size, big power. Fits flush in 
windows, transoms or through-the- 
wall. 11,800 to 15,300 B.T.U 








20,000 B.T.U. ALASKAN 
Big power for large rooms, stores, 
offices. Priced for the mass market 
much lower than others. 2¥2 H.P 
20,000 B.T.U. Reverse cycle heat 
ing models available 


POWER MASTER 

Fast one man installation in any 
standard width window with 
Welbilt’s own Expand-O-Mount. 
7007 to 10,600 B.T.U. Exception- 
ally quiet 





FOR THE BEST AIR CONDITIONER DEAL CONTACT WELBILT CORPORATION, DEPT. H327, WELBILT SQUARE, MASPETH 78, NEW YORK 


Manufacturers of Welbilt Gas Ranges, Electric Ranges, Built-in Ranges, Room Air Conditioners, 
Central Air Conditioning and Heating Equipment, Detroit Jewel Gas Ranges, Wedgewood-Holly Gas Ranges, 


Welb ilt, CORPORATION 


Garland Commercial Cooking Equipment, Unagusta Furniture 











and liven up your profits with § 


thorane 


ROOM AIR CONDITIONERS 


Amana offers quality-built, feature-packed Room Air 
Conditioners for every type and size of home or small busi- 
ness. 24 models that range from 6,600 BTU to 23,000 BTU 
capacity for every possible installation: in-the-window, 
within the window line, thru-the-wall or in casement win- 
dows. All have automatic temperature control. All are 


performance-proved for peak circulating, cooling and de- 
humidifying efficiency. Many available with Amana heat 
pump to heat as well as cool — automatically! There’s a 
top-quality Amana Room Air Conditioner exactly right 
for every customer’s need! And each one offers you an 
attractive, full-profit opportunity. 




















LOOK AT THE 
EXTRA FEATURES 














Amana OFFERS 
AT NO EXTRA COST! 


























4-WAY PROTECTION AGAINST RUST 
In place of cold rolled steel, Amana’s 
fabricated steel parts are made of 
zinc-coated steel that is first spe- 
cially treated, then finished with two 
coats of baked on, special formula 
Epoxy Resin enamel. 


QUIET OPERATION — Exclusive 
Silent-Aire Turbine, welded construc- 






tion, rubber mounted fan motor, 
spring mounted compressor and 
heavy Sound Barrier and Styrofoam 
insulation add to Amana’s uniquely 
quiet operation. 


FULL-POWER PERFORMANCE —The 
oversized cooling coils used are 
made by Amana to perfectly match 
the horsepower rating of the com- 
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pressor giving every Amana greater 
efficiency and more BTU capacity to 
increase the amount of cooling. 


CONVENIENCE — Air Deflector Grill 
insures complete air circulation. Per- 
manent-type Filter is washable, traps 
pollen and dust, helps keep house 
cleaner. Amana units are styled to 
blend easily into any room. 

































Abmanaz iis NEW FEATURES, 
NEW MODELS TO HELP YOU SET A 
NEW SALES HIGH! 


re * AMANA INSTANT MOUNT —fastest, surest installation...Amana’s 
exclusive superior built-in mounting feature — Instant Mount — has two special 
adjustable panels that are completely weather-sealed and wind-proof — slide 
easily to fit any double-hung window from 28 to 40 inches wide. Instant Mount 

‘ makes Amana quickly removable for use in other rooms or for winter storage. 














SAMANA CASEMENT WINDOW AIR CONDITIONER—from car- 
ton to cooling without an installation kit! The Amana Casement Win- 
dow air conditioner comes ready to install without remodeling. Customer 
simply removes it from carton, slides it in window after glass has been removed 
and adjusts four thumb screws to lock it in place. Features over-sized cooling 
coils, thermostatic control and two speed fan for peak cooling performance. 





giMANA 23,000 BTU CAPACITY AIR COMMAND, 250 Series 

¢ —the single unit that provides multi-room cooling — more cooling than many 

¢ “central” air conditioners. “King-size” cooling yet it is exceptionally quiet and 

fits easily into double-hung windows as small as 28 inches. Ideal for multi- 
room cooling, apartments, or small businesses. 


AMANA YEAR ’ROUND SERIES—cools and heats! The Amana Year 

t Round assures all-season comfort automatically. Just set it, forget it! Responds 

# toas little as three degrees change in temperature. Reverses cooling to become 

an efficient heat pump. Can’t “ice up” because it defrosts automatically. Beau- 
tifully styled with concealed 7-position selector control. 
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for the deaiet 
Air Conditioner 





9 
Dlola am aelac(-34 . se 3 
Re Learn how you can enjoy a fabulous luxury vacation in Europe, Mexico, 


There’s Amana Central System Air Condi- Bermuda—on Amana! Call your Amana distributor—and get all the facts. 


tioning, too — available also with Amana Heat 

saUhaavomaar-har-hepaenact-peler-bih mal-y-he-m- im A-3 0 meh Backed by a century-old 
automat y 

cools for all-year comfort. Full range of sizes ® tradition of fine craftemanship 


for every home requirement. 
AMANA REFRIGERATION, INC., AMANA 16, IOWA 
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CONTACT 


fe} 5 7-\ ore’ 


UMONT EMERSON CORP 


GRANCO DISTRIBUTOR 


R WRITE 


680 Fifth Ave., N.Y.C 





AMERICA’S LEADING SPECIALIST IN FM 





PRICED 


RIGHT 


and field tested 
to insure they’ll 
SELL RIGHT 


the VILLA 
by Sunbeam 


Convert lookers into buyers with this 
French Provincial beauty. Trimmed 
in a pleasing modern note with warm 
tones of hand rubbed fruitwood. Its 
elegance invites a second look—a 
look that converts easily to a sale. 


B013 The Villa, with alarm, $22.95* 
SUNBEAM CORPORATION 


Dept. 27, Chicago 50, Ili. 
©5.C. ®Sunb *R 









ded Retail Price 






STYLED 


RIGHT 





Sell the NEW 


Simbeam 


ELECTRIC CLOCKS 


distinctive... 
.. decorative 


...desired 


For more information on the new line of field tested clocks, write Sunbeam, Dept. 27 





FACTORY SALES 
appliance-radio-TV index 
(1957 = 100) 

RETAIL SALES 

total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 
($ millions) 


CONSUMER DEBT + 
owed to appliance-radio- 
dealers ($ millions) 


FAILURES 
of appliance-radio-TV dealers 


‘HOUSING STARTS 


(thousands) 


AUTO OUTPUT 
(thousands) 


PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household 
equipment ($ billions) 
DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annua! rate ($ billions) 


EMPLOYMENT 
(thousands) 





A QUICK CHECK OF BUSINESS TRENDS 


Latest |Preceding| Year 
Month Month Ago 
107 104 133 
18.1 17.9 18.2 
316 299 337 
279 286 299 
33 28 27 
106.5 79.9 72.5 
114.6°* 93.7°* 135.4** 
18.0+ 18.3+ 19.24 
358.14) 3575+) 342.44 
27.24 29.24 22.84 
65,516 64,655 64,267 











HOW THEY 
COMPARE 


19.5% down* 
(Dec. 1960 vs. 
Dec. 1959) 


0.5% down 
(March 1961 vs. 
March 1960) 


6.2% down 
(Jan. 1961 vs. 
Jan. 1960) 


6.7% down 
(Feb. 1961 vs. 
Feb. 1960) 


22.2% up 
(March 1961 vs. 
March 1960) 


46.9% up 
(March 1961 vs. 
March 1960) 


15.4% down 


6.3% down 


(4th qtr. 1960 vs. 


4th qtr. 1959) 


4.6% up 


(4th qtr. 1960 vs. 


4th qtr. 1959) 
19.3% up 


(4th qtr. 1960 vs. 


4th qtr. 1959) 


1.9% up 
(March 1961 vs. 
March 1960) 





*New index being used. Federal Reserve Bulletin, September, 1960 (seasonally odjusted). 
**Figures are for week ending April 15, 1961. and preceding week (revised). 


+Figures are for quarters. 


++Federal Reserve Bulletin figures (revised). 





a quick cueck or INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry shipments 
of 15 key products. New figures in bold-face type. 


AIR CONDITIONERS, Room.......... 
DISHWASHERS ............................ 
DRYERS, Clothes, Electric............ 


FOOD WASTE DISPOSERS ........... 
FREEZERS 


PHONOGRAPH SHIPMENTS ....... 


RADIO PRODUCTION 
(excludes auto) 
RADIO RETAIL SALES ................ 


TELEVISION PRODUCTION ......... 
TELEVISION RETAIL SALES ...... 
REFRIGERATORS ......................... 
RANGES, Electric, Standard........ 
Built-in........ 

RANGES, Gas, Standard................ 
GE. oc vsisoscessnss 

VACUUM CLEANERS .................. 
WASHERS, Automatic & Semi-Auto 

Wringer & Spinner 

WASHER-DRYER COMBINATIONS 


WATER HEATERS, 
Electric (Storage) 
WATER HEATERS, Gas (Storage) 





Feb. 
2 Mos.* 
Feb. 
2 Mos. 
Feb. 
2 Mos. 
Feb. 
2 Mos. 
Feb. 
2 Mos. 
Feb. 
2 Mos. 
Feb. 

2 Mos. 
Week Apr. 7 
14 Weeks 
Feb. 
2 Mos. 
Week Apr. 7 
14 Weeks 
Feb. 
2 Mos. 
Feb. 

2 Mos. 
Feb. 

2 Mos. 
Feb. 

2 Mos. 
Feb. 
2 Mos. 
Feb. 
2 Mos. 
Feb. 
2 Mos. 
Feb. 
2 Mos. 
Feb. 
2 Mos. 
Feb. 
2 Mos. 
Feb. 
2 Mos. 


Feb. 
2 Mos. 





1961 
(Units) 


206,800 
304,500 
38,900 
79,700 
52,869 
119,059 
28,471 
65,439 
50,400 
106,300 
68,400 
126,500 
255,348 
547,097 
183,165 
2,697,532 
666,228 
1,246,908 
93,530 
1,406,303 
452,282 
852,073 
239,000 
464,700 
74,900 
146,000 
53,200 
91,560 
102,800 
197,400 
22,000 
42,600 
257,930 
500,445 
182,020 
369,072 
45,542 
87,409 
6,034 
12,417 
60,300 
112,800 
206,700 
433,700 


1960 % 
(Units) Change 
154,800 +33.59 
222,000 +37.16 
40,000 —15.14 
83,200 — 42) 
69,898 —24.36 
144,075 —17.36 
38,469 —25.99 
75,895 —13.78 
56,300 —10.49 
108,100 — 1.67 
97,400 —29.11 
150,600 —16.00 
417,315 —38.81 
877,044 —37.62 
195,539 — 
2,798,151 — 3.60 
611,479 + 8.95 
1,414,867 —~11.88 
106,355 —12.06 
1,685,802 —16.58 
507,673 —10.91 
1,098,540 —22.44 
302,400 —~20.96 
569,100 —18.34 
83,500 —10.30 
150,900 ~ oa. 
59,700 —10.89 
105,800 —13.52 
136,000 —24.4) 
246,900 —20.05 
23,500 — 6.38 
46,100 — 7.59 
294,483 —12.41 
552,813 — 9.48 
222,463 —18.18 
425,406 —13.24 
61,177 —25.56 
112,799 —22.51 
16,381 —63.16 
30,345 —59.08 
75,500 —20.13 
138,200 —18.38 
214,800 — 37] 
430,300 + 79 











*Includes January 1961 correction 


Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 


ELECTRICAL MERCHANDISING WEEK 


















TAKING STOCK 4 cick tor at the way in which the 


stocks of 55 key firms within the industry behaved last week. This 


summary is another exclusive service for readers of EM WEEK. 





a OFS 


Weekly 
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44 Averages of the 55 Stocks 
Listed Below 
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AUG SEPT OCT NOV DEC JAN JAN JAN JAN FEB FEB FEB FES MAR MAR MAR MAR APR APR APR APRAPR WAY MAY 


See Nee ee ee a ee ee ee ee ee ee ie ee Ree Eee ee 
Stocks and Dividends 1961 Close | Close Net- 
In Dollars High Low |Apr. 10|Apr. 17) Change 

NEW YORK EXCHANGE 
Admiral 15'/, 10% 14% 135% — % 
American Motors 1.20 21%, 16!/2 20% 20 — kh 
Arvin Ind. 1 28!/, 20 30!/, 28\/, —2 
Borg Warner 2 43% 35 40%, 4054 — 
Carrier 1.60 435% 32, 40% 415% + 1% 
CBS 1.40B 40!/2 35% 37%, 40 + 2%, 
Chrysler 1A 48 37% 447/, 48 + 3, 
Decca Records 1.20 44\/, 325% 42%, 43% + &% 
Emerson Electric 1BXD 813%, 50 79\/5 79/4 — 
Emerson Radio .37T 16l/, 11, 15% 15! — % 
Fedders 1B 24 17'/g 22\/, 22\/ + % 
General Dy. 1 45!/, 38% 39 38% — &% 
General Elec. 2 74 bi 62% 63% + IA 
General Motors 2 47%, 40% 47\/, 46 — I% 
General Tel & El .76* 32'/2 26!/2 31%, 31 — 
Hoffman Elec. 22'/, 16%, 19% 21% + 1% 
Hupp Corp. .25F 11% 8 10'/2 11% + ih 
Magnavox 1 84!/, 46 72% 83 +101, 
Maytag 2A 47\/2 36!/2 47 47 _ 
McGraw-Edison 1.40 40% 30% 40!/, 375% — 2% 
Minn. M&M .60 8554 70!/s 82'/2 859 + 3'/s 
Montgomery Ward 1 34%, 28 31% 30!/, — ik 
Monarch .04 18!/, 13% 183%, * 18\/g aie ie 
Motor Wheel 1 20!/> 11% 163% 16'/, — I, 
Motorola 1 92 75'/p 9054 893, — 
Murray Corp. 305% 2656 2934 29 — ¥% 
Norris-Thermador 20 18 185g 18!/> = 
Philco 24/4 17 22% 22% + Y 
RCA 1B 62!/, 49\/, 61% 60% —h 
Raytheon 2.37T 427g 351/, 39H, 383%, onm. (6 
Rheem 18'/, 13!/ 16% 16! — % 
Ronson .60 1854 12g 17% 18! + % 
Roper GD 24\/4 165% 22 22 — 
Schick 14\/, 8l/, 12%, 11% — 
Siegler Corp. .40B 34 27 33% 311, — ik 
Smith A. O. 1.60A 37% 31% 35! 365, + 1% 
Sunbeam 1.40A 54!/2 45% 497/ 48 — ik 
Welbilt .10E 5], 4\/, 54% 5 — % 
Westinghouse 1.20 50 40%, 424%, 421, + 
Whirlpool 1.40 34, 27%, 34 32 —2 
Zenith 1.60A 144%, 97\/4 144 138 — 6 
AMERICAN EXCHANGE 
Casco Pd. .35E 10%, 6% 10 10 
Century Electric 1034 57/g | 9 9 — 
lronrite .25T 8l/, 5!/> 6 bl, + 
Lynch Corp. 87T 12'%, 8'/4 i 11% + 
Muntz TV 5/, 4 4%, bY, + 1% 
National Presto .60 31 12% 26% 26!/2 — % 
Nat. Un. Elec. (Eureka) 3% 1% 3/y 3 — kh 
Pentron 53%, 2% 4), 4\/4 — Y 
Proctor-Silex 8Ys 5's 7%, 7" — % 
Republic Trans. 9, 4\/, 8% 7% —I| 
Telectro Ind. 21% 7% 8 8 —_ 
MIDWEST EXCHANGE 
Knapp-Monarch — _ 8'/s 8'/, aa 
Trav-ler Radio _ _ 6%, 6%, —_— 
Webcor aa _ 11% 10% — % 

















A—Also extra or extras. B—Annual rate plus stock dividend. E—Paid last year. F—Payable in stock during 
1961, estimated cash value on ex-dividend or ex-distribution date. T—Payable in stock during 1960, estimated 


cash value on ex-dividend or ex-distribution date. 





ANALYSIS: Wall Street continued 
to reflect the generally good business 
news, but the 55 key stocks on EM 
WEEK’s chart barely managed to hold 
their own from last week. This was 
mainly because a few individual is- 
sues—Magnavox, Chrysler, MMM 

made substantial gains over’ the 
week-long trading. It had been felt 


APRIL 24, 1961 





by some experts that the market’s 
new-found prosperity could be 
stopped only by some new and dis- 
couraging international development. 
With the Cuban situation boiling 
over, the next two weeks should tell 
how accurate this feeling was. But it 
was plain: The immediate reaction 
of Wall Street was not apprehension. 


ee ee ee ee 


Why did 
onson replace 


the shaver 
rated best? 


The CFL shaver, as you know, was rated best for speed. For 
closeness. For comfort. But the CFL MARK II is even better. 
Its new multi-blade miracle cutter not only gives the cleanest, 
quickest shaves on earth—it talks. When it crackles, whiskers 
are coming off; when it hums, whiskers are gone. Mark II was 
born for demonstration. Promotion. Sales. And CFL MARK II 
introduces snap-in replacement blades and shaving screen 
(you sell them boxed in a set; the Ronson shaver stays ‘‘show- 
case new.’’). Suggested retail $23.50. If you haven't seen it, 
attach this ad to your letterhead. Ronson will send you all the 
facts you need to add this profitable item. Appliance Product 
Manager, Ronson Corp., 1 Ronson Road, Woodbridge, N. J. 





NEW RONSON CFL MARK II 
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ROOM 





Priced to Sell ! 


A SIZE AND TYPE FOR EVERY 
NEED 
| # Window # True Casement # 

# Thru-the-Wall # Portable # 
4,000 to 22,000 btu/hr 
| Quiet - dependable - feature loaded ! 





AIR CONDITIONERS 





DEHUMIDIFIERS 





From the Leader ! 


% NEW SIZES 
% NEW STYLING 
* NEW VALUES 
* NEW PRICES 
Four new models for every need... 
... for every budget 





| Room Air Conditioners - Portable Room Air Conditioners - Thru-the-Wall Air 
Conditioners - Dehumidifiers - Furnaces - Air Cooled Remote and Self Con- 
|tained Air Conditioners - Air Cooled Remote and Self Contained Heat Pumps 


WRITE TODAY 
FOR COMPLETE 
PROGRAM! 


HEAT CONTROLLER, INC. 


JACKSON, MICHIGAN 





iS fepresented at the factory by a Dealer Council, active appliance 
dealers who consult and advise in matters affecting dealers 


..as the backing (in writing) of a billion dollar corporation — 
in a joint pledge of quality, honesty, and fairness to his community 


..speaks directly to millions of prospects on network television — 


HAS THE MOST VALUABLE e paid for by a company that advertises its dealers...not just itself 
FRANCHISE IN THE APPLIANCE INDUSTRY .. selis the first air conditioner that installs in just minutes os 


* The 1961 Mobilaire® Conditioner is the easiest to sell because it’s the | Comfort Control that automatically holds room temperature within 3°. Over- 
easiest to demonstrate. In just minutes Westinghouse Dealers can show _ size blower wheels cut sound to a whisper. For details on the industry’s most 
prospects how the Mobilaire installs in its special, window mounting frame. valuable franchise, call your Westinghouse Distributor, or write Dealer De- 
Only the Westinghouse Mobilaire and Heavy Duty Models have Customatic velopment Dept., Mansfield, Ohio. You can be sure .. . if it’s Westinghouse. 


YOU! 


wien vourea Westinghouse dealer 


ELECTRICAL MERCHANDISING WEEK 





